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Abstract 
Higher education and more specifically University education is being called to account 
more and more. It follows therefore that the Universities must present information on the 
quality of service which they provide as perceived by their customers and their supporters 
who supply their funding. 
In this thesis research is reported on the measurement of the quality values which Students, 
Lecturing Staff, and Senior Management display within the period of a leaming 
programme. The principal aim was to ascertain through hypothesis testing if the level of 
congruence of the value systems of these three main contributors to the learning experience 
influenced the degree of satisfaction of the Students as the customers and to develope a 
framework for measuring contributor's quality values. 
These objectives were researched in stages as follows; 
The first stage was an extensive literature review which was used to underpin the ainis and 
objectives of the research by establishing an understanding of the relationships between 
Culture and Values, Quality, and Service. The Service review focused upon Higher 
Education in the University environment including such aspects quality and culture, values 
and the determinants of servicq quality, customer focus and society's role within the 
education experience, stakeholder positioning within the education process, financial 
considerations, measurement of satisfaction and dissatisfaction, and student transformation 
in terms of their education experience. The review revealed a number of weaknesses in 
existing knowledge primarily that there has been little research undertaken into the 
measurement of more than two parties within an education transaction and how the 
involvement of more than two parties within such is perceived in relation to customer 
satisfaction. 
The second stage of the research was a Case Study using a mixed method approach which 
comprised interview techniques from which a framework for measuring quality in higher 
education was developed, and a questionnaire survey undertaken which was used to test 
the framework from which a number of conclusions were drawn. 
The Case Study was conducted within the Business School of the Napier University of 
Edinburgh. Using qualitative and quantitative methodologies the study examined the 
expectations as prescribed by the Importance which Senior Management, Lecturing Staff, 
and Students placed upon aspects of their learning programme. Additionally Students were 
asked their perceived levels of Satisfaction with their programmes. The outcomes of 
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the Case Study were analysed using triangulated methods and used to highlight any 
problem aspects within programmes. These aspects were then subjected to value analysis to 
test the effects of congruity of stakeholder values on the levels of customer satisfaction. 
The findings of the case study were that, during the period of the research, the degree of 
congruence of the three main stakeholders had no impact upon the levels of satisfaction of 
the Students as customers of the learning programme as offered by the Business School. 
Further analysis of the Case Study findings indicated the following : 
1) That significant core value Gaps between the levels of Student Importance and 
Satisfaction exist within certain aspects of their learning experience more particularly 
during the later period of their learning programme. 
2) That the role of Senior Management within the learning programme seems to have little 
influence upon the Student level of satisfaction. 
3) That communication channels between Lecturers and Senior Management on policies 
within the learning programme appear to need reappraisal. 
4) That significant differences in core values of Importance exist between Lecturers and 
Students 
5) That Student importance levels and by definition their value systems changed over the 
period of their learning programme. 
6) That there were non-core value significant differences in the importance which Full-time 
and Part-time Students placed upon certain aspects of their progranu-ne of learning 
7) That there were non-core value significant differences in the importance which 
Undergraduate and Graduate Students placed upon certain aspects of their programme of 
learning 
8) That there were non-core value significant differences in the importance which 
Undergraduate and Lecturers placed upon a programme of learning year on year. 
The size and distribution of the populations sampled has enabled conclusions to be drawn 
on the validity and generalisability of the framework for measuring quality values in the 
field of higher education throughout the Napier University and to some extent when factors 
such as cross cultural values, demographic considerations, questionnaire's wording, etc., 
are taken into account as the basis for the further examination of stakeholder value systems 
within the education experience in the UK and internationally. 
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Chapter 1. Introduction 
1.0 Introduction 
Higher Education can be seen as an area in which large amounts of government spending 
can be, and is, incurred. It follows that questions have been raised by those financing this 
expenditure into the quality of the educational experience being provided. As a response to 
this situation Government has demanded improvements in education by the introduction of 
a raft of measures by which the quality of the education service can be made accountable 
and these are now in place. 
The drive for improved quality of service and customer satisfaction has been shown to be 
continuous since both are seen as a dynamic entities. It follows therefore, as has been 
shown within other service industries, that education, and more particularly higher 
education, must acquire the knowledge of what "our customer's and staffs expectations 
are of the education service and what their current levels of satisfaction are with it". 
Without such knowledge it is argued that any programme of change introduced to bring 
about improved service, despite having innumerable quality assurance (QA) measures, may 
not succeed. 
The approach of customer satisfaction forms the basis of the Total Quality approach to 
service provision which would seem to satisfy the need of the educationalists for a tool 
(model). Whilst Total Quality does not claim to be the panacea for all of the ins of the 
education service it does offer an opportunity for the evaluation of current and future 
practices by its philosophy of involving all of the stakeholders within a process in any 
programme to bring about necessary change to that process. 
The research undertaken and reported in this thesis is based upon the philosophies of the 
Total Quality approach and focuses upon the need to establish customer satisfaction 
through the knowledge of a higher education faculty's main stakeholders' quality value 
systems. 
Much has been researched and written about the interface between the customer and 
customer facing staff and their expectations and levels of satisfaction within a service 
transaction. Little has been written however on the subject of congruence of values of more 
than two stakeholders within these transactions, e. g. the management of the customer 
facing staff, the staff themselves, and the customers. The somewhat tenuous assumption 
usually being that the values of the staff and the management are shared and are therefore 
those of the organisation. 
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Whilst a certain amount of research has been undertaken into the sharing of values in 
relation to customer satisfaction within the field of higher education little, if any, research 
has been done into the complex issue of congruence of the quality values of the main 
stakeholders within a learning programme. The main stakeholders being defined for the 
purposes of this thesis as the Students, the Teaching Staff, and the Higher Education 
Establishment's Senior Management. 
Whilst the QA measures currently in place may satisfy the requirements of those who 
finance the sector the need for fijrther research into values and their congruence effects has 
been highlighted by the statement that, "Organisations having a high degree of congruity of 
values among its members have been shown to have a greater degree of effectivenese', 
(Denison 1984,1990; Calori and Sarnin 199 1). This effect is illustrated in Figure 1.1 in 
which the degree of congruence is shown as the convergence of the three circles which 
represent the values as held by the main stakeholders within an education experience. 
The Effects of the Congruence of Stakeholder Values in Higher Education 
L Studeni Ij 
Vtalues 
Staff 
Values 
Senior 
Management 
Area of Values 
Congruence 
Figure 1.1 
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To identifying the need for greater effectiveness by testing the current situation and 
highEghting any changes which could improve the Napier University of Edinburgh Business 
School's effectiveness, a case study research programme within the field of the congruence 
of quality values in higher education was undertaken whose outcomes are reported in this 
thesis. 
Within the scope of the research a Framework for Measuring Quality in Higher Education 
was developed using mixed methodologies and used to test the foflowing hypothesis that, 
'Levels of customer (All Students) satisfaction are directly related to the congruence of the 
value systems of the major stakeholders (All Students / Lecturers / Senior Managers) 
within a service consumption', i. e. the larger the area of congruence of stakeholder values 
as illustrated in figure 1.1 the greater the level of customer satisfaction. 
For the purposes of this research the word congruence can be defined as the degree to 
which an organisations stakeholders share the same values. 
The outcome of the testing of the hypothesis proved the validity of the framework as a 
measurement tool and given certain constraints of its generalisability within other faculties 
within the field of higher education. The framework's development and the outcomes from 
the hypothesis tested thus adds to the depth of knowledge of the effects of congruence of 
stakeholder value systems within a higher education environment. 
L-lThe Research Aims 
The objectives of this study were to identify those quality values which were held by the 
stakeholders of an organisation operating within the higher education sector of a service 
industry and to establish the degree of commonalty, and therefore congruity, of these 
values. The degree of congruity being hypothesised as a test of the quality of service 
provided. 
The objectives of the research can thus be stated as 
1) To understand the diversity of values systems within the realms of education practices. 
2) To investigate the values possessed by each of the stakeholders involved within a 
programme of education. 
3) To establish which values are important in ensuring a successful education programme. 
4) To determine the levels of congruence between the values as demonstrated by each of 
the stakeholders within the education experience. 
5) To identify value aspects as either "core" or "peripheral" since this will determine the 
degree of congruence within the existing education programmes and facilitate any change 
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management programmes deemed necessary to ensure customer, i. e. stakeholder, 
satisfaction. 
1.2 Research Methodology 
In achieving the aims of this research a mixed methodology has been employed involving 
both interviews and a larger scale questionnaire survey in the form of a case study research 
within one of the faculties within a University. This research has thus yielded both 
qualitative and quantitative data. The interviews provided a picture of the service 
expectations and value systems of University Students, Staff, and Senior Management and 
how these influence their judgment of the quality of the service being provided by the 
University. The data collected by the questionnaire survey has been analysed using 
computer based statistical techniques to measure the quality values adopted by the main 
stakeholders in a higher educational learning programme. Both qualitative and quantitative 
data being used to develop a framework for the measurement of stakeholder quality values. 
The research design and methodology have been informed throughout by an extensive 
critical review of current literature in the field. 
1.3 The Thesis Structure 
This thesis has been structured to accommodate the aims of the research. It charts a 
course from the examination of a world view of culture and values, via an overview of the 
present thinking on quality, to the values found within the service aspects of higher 
education. 
A review of the literature has been carried out on the subjects of culture, values, quality, 
service and higher education and is discussed in chapters 2,3, and 4. Each chapter defines 
the current status of the area being researched which acts as a preliminary step in defining 
the focus of the research. 
The thesis- then reports on the findings of a case study from which conclusions are drawn 
of the effects of congruence of the main stakeholders' quality values upon the quality of 
service provided by a faculty of a UK University. 
The literary review was conducted on an ongoing basis throughout the period of the 
research. 
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Chapter 1- Introduces the sub ect matter of the research thesis and ives the ainis and j9 
objectives of the research. 
Chapter 2- Presents a critical evaluation of the extensive literature within the known 
world area of culture and values. The chapter is spUt into the main sections of culture and 
values and their roles within an organisation focusing upon how this impinges on people's 
fives by moulding their thought processes and therefore their value systems. The role of an 
individual's value system, their attitudes, expectations, and perceptions within and outwith 
an organisation and how these are measured forms the focus of this chapter's content. 
Chapter 3- Exan-dnes and discusses the background and current literature on the role of a 
Quality Culture within an organisation. The validity of Total Quality Management (TQM) 
and quality systems as current management tools in any implementation quality programme 
is discussed. The role of quality values within the various management models, practices, 
professional ethics is highlighted throughout the content of the chapter. 
Chapter 4- Looks at the literature which claims to define Service and the difficulties in 
adopting any one of these to meet the expectations of the various stakeholders in a service 
transaction. The measurement of stakeholder expectations and satisfaction outcomes of a 
service transaction by the use of the satisfaction / dissatisfaction paradigm is examined 
along with the various critiques and aspects of the Parasuraman, Berry, and Zeithaml 
(1988) SERVQUAL model for measuring Service Quality. The chapter finally examines 
the literature on the role of Quality in Higher Education and how its quality values relate to 
the introduction of Best Value practices within the domain of Public Services. 
Chapter 5- Reports on the mixed methodologies used to test the main and subsequent 
hypotheses of this research thesis. The use of triangular validation within the analysis of a 
case study and the development of a Framework for Measuring Quality in Higher 
Education are explained. 
The outcome of the study concluded that the main hypothesis under test should be 
rejected. As a result of these findings further hypotheses were tested using the case study 
data set to try to determine possible causes for this rejection and these are reported within 
this chapter. 
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Chapter 6- Validation and analysis of the research data findings forms the basis of the 
conclusions and recommendations within the field of Higher Education and of issues 
specific to the Napier University and its Business School in the chapter. 
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Chapter 2 
Culture and Values 
2.0 Introduction 
Fr C, I. Shall I wash out these moldy dishes Mr. Fleming" ? 
"What ! No! No! Those are my new cultures'ý 
"Away with you you'd never see such rubbish in an art gallery. I don't know though "? 
A somewhat frivolous approach to the introduction to the serious subject of culture. 
However it does serve to illustrate two major factors within the study of the subject. Firstly 
that the word culture has various connotations dependent upon the user and recipient and 
secondly that there is really nothing new under the sun since the healing powers of mold 
(penicillin) were known to Indian medicine men throughout the world centuries before Sir 
lain Flen-dng's "discovery". 
Within the study of culture each "new" thinking can be reflected back to some period 
within mankind's history and may be seen as simply a progression taking thinking a little 
stage further in its evolution. 
2.1 Culture 
The term culture was probably coined by E. B. Tylor (187 1) who stated that, "Culture is 
that complex whole which includes knowledge, beliefs, art, morals, law, customs and any 
other capabilities and habits acquired by man as a member of society", and by Kroeber and 
Kluckhohn (1952), Laraia (1986), and Hofstede et al. (1990) to explain the concept of 
human beings having the capacity to learn and transfer their knowledge from one member 
of a society to another. The ideas of community, creation, accumulation, and transmission 
were the main issues for Tylor (ibid), and of Kroeber and Parsons (1958). Unlike the 
biological attributes of mankind culture is seen as the result of a learning process which 
enhances genetic characteristics and instincts. 
Whilst on the surface cultures seem to differ from group to group or society to society, in 
essence all cultures contain the same essential characteristics such as, 
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a) Invention 
People invent their culture in order to survive within the environments in which they find 
themselves grouped together. R. T. LaPiere, (1946), categorised this invention under three 
headings; 
1) ideology - consisting of ideas, beliefs, values, and ways of reasoning resulting in an 
action compelling quality, i. e. the ability to link attitude with action. 
2) technology - consisting of the skills and cralls which enable goods and artefacts. 
3) organisational systems - these make it possible for groups and individuals within a group 
to co-ordinate their behaviour effectively with the actions of others. 
b) Learning 
Culture is not instinctive, it is learned from an early age, being passed from one generation 
to the next. 
c) Sharing 
Culture is a group phenomenon in which belief, value, or practice is shared by a significant 
proportion of the group which may range in size from a whole society to a smaller family 
unit. 
d) Similarities but Differences 
The following characteristics are found in all cultural societies elements of athletic sport, 
bodily adornment, a calendar, cooking, courtship, dancing, education, family, gestures, 
government, housing, language, law, religious ritual, and numerous other items. 
e) Dynamism andAdaptability 
Culture satisfies mankind's basic biological needs whilst at the same time offering order, 
direction, and guidance. However in order that it satisfies these needs its beliefs, values and 
customs must continue to evolve at a pace consistent with the environment in which it 
operates. 
f) Organised and Integrative 
A culture's characteristics bond together to create a whole. 
g) Prescriptive 
Cultural norms specify what behaviours are expected in any given situation. Culture is a 
great source of security that tells us frequently what is right or wrong, Laraia (1986). 
The foregoing elements which together comprise a culture all surround a central core 
which is formed by values. 
The concept of culture is difficult to define since it encompasses all of the sciences 
involved with human behaviour such as individual's - psychology, as group - sociology, and 
in the physiological approach of the anthropologist to the make up of society itself Perhaps 
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the most widely used definition in terms of the study of organisational behaviour and 
quality values is that stated by Schiffman and Kanuk, (1997) of; "The sum total of learned 
befiefs, values, and customs that serve to direct the behaviour of members of a particular 
society", would be more appropriate to use as a working defmition for the purposes of this 
research. 
2.2 Omanisational Culture and Values 
"An organisation exists when two or more persons agree to collaborate over a period of 
time to achieve certain common goals". G. A. Cole (1995) 
Organisational culture was first used as a casual line by Blake and Moulton (1964) to 
denote what others had termed 'corporate climate'. This in turn went on to become 'corpo- 
rate culture' a term already used in an article by Silverzweig and Allen (1976) but which 
gained wider acceptance within academic sectorsw'hen used by Deal and Kennedy (1982) 
and in their book of the same title and from the references to organisational culture in the 
Peters and Waterman (1982) book titled 'In Search of Excellence'. 
However as can be seen from the foregoing the use of the term culture has been around the 
study of organisations, their behaviour, and the values which they adopt for much longer 
than the statement implies. Indeed Kroeber and Kluckhohn fisted 164 definitions on 
the subject in their text of 1952 whilst Schneider (1986), points out that prior to the 
concept of organisational. culture the subject matter involved was referred to as the "organ- 
isational climate". However he goes on to state that organisational culture seems to refer to 
a "deeper" issue than climate since it refers more specifically to : 
1) The values that he beneath what the organisation rewards, supports, and expects. 
2) The norms that surround and / or underpin the policies, practices, and procedures of 
organisations. 
3) The meaning incumbents share about what the norms and values of the organisation are. 
Organisational culture and organisational climate are therefore often used to denote the 
same phenomenon. Ogbonna and Harris (1998) have argued that there exists a clear 
distinction between the two phenomena using the work of Schneider and Rentsch (1987) to 
summarise the distinction by stating that, "Climate refers to the ways organisations opera- 
tionalise the themes that that pervade everyday behaviour ... what happens around here... 
whilst culture refers to the history, norms, and values that members believe underlie climate 
... why do things happen the way they do". 
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It can be seen that with such a proliferation of definitions on the subject of culture within 
an organisation there is no definitive definition. Hofstede (1980) points out however that, 
"Most people who write on the subject agree that organisational culture is; 
- holistic referring to a whole which is more than the sum of the parts. 
- historically determined, reflecting the history of the organisation. 
- related to the things anthropologists study like rituals and symbols. 
- socially constructed created and preserved by the group of people who together form the 
organisation. 
- 'soft' (although Peters and Waterman (1982) assure their readers that 'soft' is 'hard'). 
- difflcult to change although authors disagree on how difficult. 
Handy, (1993), identified four main types of culture to be found in organisations of Power, 
Role, Task, and Person cultures. . He himself admits that his typology is impressionistic and 
imprecise commenting that, "A culture cannot be precisely defined for it is something that is 
perceived, something felt". 
To get to this unconscious natural element of the structure of an organisational culture 
Schein (1992) states that there are three levels of the culture which must first be overcome 
before arriving at the true culture and what values make it work. 
Firstly there are the artefacts of the culture - the signs which are visible but often difficult 
to decipher. These are the explicit, often written, aspects of a culture. 
Secondly there are the espoused values - which underlie these artefacts. These values 
represent the rallying points of the group, which are tested in experience, learned, and may 
or may not be implemented in practice. Like the artefacts, it is argued, that these are the 
organisation's designed elements of its culture. 
The third and final level, and most important in Scheins view, is the basic assumptions - or 
taken for granted assumptions about what works and what is acceptable to the group, and 
thus what subconsciously guides its behaviour and outlook. It is argued that these levels 
within Schien's model tend to evolve over time. 
The influence of these basic assumptions, and the values which underpin them, is the 
anchorage which allows a culture to survive and grow within the environments in which it 
exists. Woodcock and Francis (1989), state that, "Values are hard to detect. They underpin 
organisations like the foundations of a house. If the foundation is weak then the house falls 
down". The values represented at the basic assumption level of a culture, having been tried 
and tested over a period of time, are generally seen by the organisatiods members as core 
values and as such, as will be discussed later in this thesis, are extremely difficult to alter or 
change. The organisatioifs values must be relevant to any emerging competitive 
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environment and they must be reinforced often enough to become part of everyday 
language. Clearly defined organisational values must be exciting and bold enough to allow 
employees to identify with them and act accordingly when delivering a service. 
From these definitions, it can be seen that culture is integral at every level of an organisa- 
tion, from the behaviour of each individual and every social and structural unit to the under- 
lying beliefs and values which are the basis for all actions including decision making, 
Williams et al (1989). Cultural assumptions will influence how an organisation forms its 
strategy, develops goals and chooses means of reaching these goals, Schein (1985). It is 
reasonable to suggest that the type of culture which an organisation has is likely to influ- 
ence the workings of the business and so have an influence on organisation's performance. 
Contained within any organisations culture there exists an ideology which has been defined 
as,, "The major beliefs and values expressed by top management, or dominant cultural coali- 
tion within the organisation, that provide organisational members with a frame of reference 
for action", (Hartley 1983; Starbuck 1982). Top Management being defined within ISO 
9000: 2000 as, "A person or group of people who direct and control an organisation at the 
highest level". 
From the foregoing statement, beliefs can be seen as providing legitimacy for a desired 
course of action whilst action preferences are based upon an individuars value judgements 
of what is right or wrong, possible or impossible. It follows, therefore, that ideologies can 
be viewed as consisting of the beliefs and values which provide a frame of reference for the 
organisatiorfs existence and, as suck shape strategic choices, Hambrick and Mason (1984), 
and determine organisational practices, Pettigrew (1979). 
It is argued from all of the descriptions and boundary complexities of where organisational 
culture should sit within organisational structures that organisational. culture based upon the 
dynamic of a value system requires a core of 'shared values' to continue to exist at all. 
2.3 Aspects and Kgy Areas of Organisational Culture and Values 
Just as there are many definitions of organisational culture there are many different 
aspects and key areas which comprise an organisation! s culture. The relative significance of 
each aspect will vary from industry to industry. It will influence the choice of management 
style to be adopted to bring about change. 
Pumpin (1987) listed the seven aspects of a culture within his model as; 
1) The extent to which the organisation is marketing oriented, giving customers high 
priority. 
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2) The relationships between management and staff, manifest through communication and 
participation systems, for example. 
3) The extent to which people are target oriented, and committed to achieving agreed levels 
of performance. 
4) Attitudes towards innovation. It is particularly important that the risks associated with 
failure are perceived as acceptable by all levels of management if innovation and entrepre- 
neurship are to be fostered. 
5) Attitudes towards costs and cost reduction.. 
6) The commitment and loyalty to the organisation felt, and shown, by staff. 
7) The impact of, and reaction to, technology and technological change and development. 
There have been a wide variety of different methods used to categorise culture. Bettinger 
(1989) deals with 12 key components of corporate culture, Tucker et al. (1988) use 
thirteen culture scales derived from cultural issues identified by management, Hofstede et 
al. (1990) used 6 dimensions in their research of organisational culture. All of the models 
reflect the internal aspects of a culture which contains organisationally designed aspects and 
those whýich evolve, or maybe just happen, to meet the needs of its members. 
The external factors pertaining to the organisational structure must however also be 
viewed within the overall picture. For example the culture may be influenced by the 
function of the organisation. The culture of the Armed Forces will differ from that say of a 
manufacturing company or a retail organisation. 
Within each of the models described there must exist a set of values which when closely 
examined constitute the culture of the organisation. That is the set of beliefs that people 
share about what sorts of behaviour is seen as correct and incorrect in given circumstances 
and to which all of the members of the organisation subscribe. 
The aspect of national identity and culture becomes increasingly significant as companies 
expand to become international in outlook. It has been argued by different theorists, Adler 
and Jelinek (1986), HoStede (1980), that the impact of national culture on the behaviour of 
people within an organisation is very significant. 
The foregoing statement generalises the problems and benefits which manifest themselves 
within a global organisation's culture. The research into this aspect of cultures and the 
values which underpin them is not within the scope of this research. 
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2.4 The Development of an Organisation's Culture and Value Systems 
Luthans (1995), identified the initial process of organisational cultural development as 
normally taking some version of the following four steps: - 
1) A single person (founder) has an idea for a new enterprise. 
2) The founder brings together a group of people who share a common vision with him 
her and who share the belief that it is worth the investment of time, capital, and energy to 
achieve that vision. 
3) The group create an organisation and with it a set of values by which the organisation 
will carryout the task of achieving the vision. 
4) Once the organisation is created others are brought in and a common history begins to 
be built which develops into the accepted culture. 
Once established the organisation is maintained by adopting the following steps 
a) the careful selection of recruits whose personal values "best fit" or can be adapted to the 
organisatioiYs established value system. 
b) on the job experiences to familiarise new staff with the organisatiorfs culture. 
c) mastery of one's own job. 
d) meticulous attention to measuring operational results and to the reward and recognition 
of individual performance. 
e) carefid adherence to those values within the organisation which contribute to the strat- 
egy of success indeed these values become so powerful as to influence the day-to-day 
behaviour of everyone within the organisation. 
f) a reinforcing of organisational folklore and stories. 
Whilst the foregoing considers the internal development of an organisation due cognisance 
must be taken of external factors. Gordon (1990), mentions a number of these in discussing 
the nature of the industry as a factor in the influence of organisational development as 
referred to in the previous section of this thesis. These include - industry type, competing 
organisations, the state of scientific knowledge, the nature of the product, the stage in the 
industry life cycle, technology and the institution structure, the existing value structure of 
the marketplace in which the organisation operates. 
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2.5 Dominant Cultures and Subcultures 
Belbin (1993), has stated that the best teams or organisations consist of eight different 
types of people. Given that 'generally most organisations consist of more than eight 
individuals it leads to the conclusion that their will be more of one particular type of 
individual in each organisation. Following this logic therefore it would seem that given the 
gregarious nature of mankind that people having similar favoured behavioural. patterns will 
form subgroups within the structure of an organisation. These subgroups will have within 
them a sense of shared values and develop into a subculture within the culture of the 
organisation. However for the organisation to continue to exist and flourish there will be a 
set of core values to which, by and large, the majority of the organisations members will 
readily conform. This set of core values combine to form the dominant culture which guide 
the day-to-day behaviour of the organisation's membership. 
Subcultures can be seen as having a subset of values which are different to those of the 
organisation but which in general do not conflict or be in direct opposition to those core 
values which make up the dominant culture of the organisation. 
Munson (1984), defines a subculture as, "Any segment of the dominant culture which 
preserves important patterning of the dominant culture, but which also develops its own 
unique patterns of behaviour". 
The importance of subcultures, their role within the continuing operations or otherwise of 
an organisation, and within the realms of customer focus is often overlooked. 
Within the organisation itself subcultures can weaken and undermine the overall ob ectives j 
of organisation through conflict and tension surrounding the acceptance of the dominant 
culture's values or any changes to the particular value set to which the subculture members 
relate. It is one of the roles of leadership within any group or organisation to identify and 
understand the roles played by subcultures not only within their own organisation but also 
of those with which it may come into contact, Gordon (1985). Such an understanding will 
lead to a synergy of effort by all organisation members which will lead to achievement of 
organisational goals since most subcultures play a positive role acting as catalysts to 
prevent the organisation becoming 'stale'. 
Fred Luthans (1995), points out that most subcultures are formed to help the members of a 
particular group deal with the specific day-to-day problems with which they are confronted. 
As such in problem solving mode they can only be but good for the resolution of organisa- 
tion wide goal achievement. Most organisations would in fact be better characterised as a 
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collection of subcultures rather than unitary, dominant cultures, Van Maanen and Barley 
(1985). 
2.6 The Strength of a Culture 
There are many differing opinions on what the "strength" of a culture is and what influence 
this has on organisations. Peters and Waterman (1982) are of the opinion that a strong 
culture is one where values are shared, i. e. homogeneous, amongst the members of the 
organisation. Calori and Sarnin (199 1), measured the strength as 2 dimensions, the 
homogeneity (the inverse of the average of the standard deviations) and the intensity (the 
average score of the 10 most characteristic values in the organisation). 
Gordon and DiTomaso (1992) sum up the opinions on how the "strength" of a culture 
should be defined as, "As coherence (Deal and Kennedy, 1982; Weick, 1985); as homoge- 
neity (Ouchi and Price, 1978); as stability and intensity (Schein, 1985); as congruence 
(Schall, 1983); as thickness (Sathe, 1983); as penetration (Louis, 1985); as internalised 
control (DiTomaso, 1987)". 
Denison (1984,1990) attempted to determine the influence of cultural strength on organ- 
isational performance. His idea of strength is that of consistency which he defined as the 
inverse of the variance in questionnaire responses across work groups within companies. 
He found low variances on four different traits - organisation of work, emphasis on human 
resources, decision making processes, and co-ordination - significantly correlated with 
companies standardised 'Return on Investment' for the subsequent two years. This 
provides support for the idea that an organisatiorfs culture strength (consistency) relates to 
subsequent financial performance which also gives credence to the importance of shared 
values as discussed by Sathe as a major factor within the survival of the organisation. 
2.7 Values 
The earliest recorded use of the word value or'valeu! in the English language was in 1303 
by a merchant called Brunne, (Oxford English Dictionary). His particular usage referred to 
the 'vale& placed upon some commodities for which an equivalent medium of exchange 
would be acceptable. Values have more recently however taken on a new meaning in 
relation to human behaviour and motivation. 
Tbroughout history there has been an interest in understanding human values and their role 
in motivating and explaining behaviour. References to values were made by philosophers 
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such as Aristotle and Kant as they discussed aesthetics; Plato, Hobbes, and Rousseau as 
they deliberated over the problems of government and of citizen responsibility; and military, 
industrial, and political leaders such as Eisenhower, Sloan, Rockefeller, and Morgan as they 
considered various strategies for motivating and leading their subordinates, Postner and 
Munson (1979). 
The view that values play an important role in human behaviour and understanding has 
been universally accepted as proven. Literature from psychology, sociology, organisational 
behaviour, consumerism, and all sciences relating to human activity has shown that personal 
values underlie and explain a variety of individual and group behaviours. 
More commonly values are understood as something which has worth which is not neces- 
sarily objective, e. g. a possession, in nature but which may be subjective, e. g. the values of 
social relationships and standing or one's self worth. 
In the field of psychology values have been found to be related to such traits as interper- 
sonal conflict, and power, Rokeach and Berman (1971). Sociologists have used values to 
describe society's social consciousness and various aspects of social behaviour, Rokeach 
(1968). 
Munson (1984) has shown, through research into the work of organisational behaviourists 
and his own evaluations that; values influence corporate decisions on strategy, Guth and 
Tagiuri (1965); cause many "people problems" within organisations, McMurray (1963); 
differentiate between organisations, Clare and Sanford (1979); and between managers and 
non-managers, Munson and Posner (1980); are directly related to indices of managerial 
success, England and Lee (1974); and influence satisfaction within a group, Drake (1973). 
It foUows therefore that within the concepts of a culture, as previously discussed, human 
values represent the building blocks of a culture which is the very basis for mankind's 
existence both as an individual and within an organisation. The analogy of the cultural 
building blocks can be carried further to describe the pattern adopted in laying the building 
blocks as a system. Such a system is generally referred to in terms of cultural research as a 
value system which has been defined as, "An organised set of preferential standards that are 
used in making selections of objects and actions, resolving conflicts, invoking social 
sanctions, and coping with needs or claims for social and psychological defences of choices 
made or proposed. Values are components in the guidance of anticipatory and goal directed 
behaviour; but they are also backward looking in their frequent service to justify or explain 
past conduct", Williams (1979). 
The functionality of a value system has been described within the context of an organisa- 
tion as legitimising behaviour by stipulating positive or negative sanctions for desired and 
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proscribed behaviour within a given cultural setting, (Kluchhohn and Strodtbeck, 1961; 
Rokeach, 1973; Schein, 1985). From the foregoing definitions it can be seen that since 
values are used in judgmental and goal actioned situations they must be dynamic in nature. 
In contrast to all of the literature on human values the research into quality values as a 
construct and how they are seen in terms of the individual's values is sparse. True there is 
literature on organisational quality values and on how to bring quality into the strategic 
realm of the organisation. This will, by so doing, influence the individual but little research 
has been done into the impact of the quality values which an individual has as a consumer, 
provider (both internally and externally), or organisational strategist and on how these three 
groups of values are related to each other within the context of quality value. Perhaps it is 
felt that this information can be gleaned from the literature provided on the total quality 
organisation or by the humanist sciences. 
2.7.1 Values Description 
If we subscribe to the Maslow (1943) theory of human motivation based upon the notion 
of a universal hierarchy of human needs then values as a function of these needs represent 
the psychological processes, which a person will go through to achieve those needs. 
Just as needs can be divided into 2 distinct types, innate - those with which an individual is 
born which are primarily physiological (biogenic) in structure including all of the factors 
required to ensure survival, and acquired needs - those an individual develops after birth 
which are primarily psychological (psychogenic) and are learned in order that the individual 
may conform to acceptable behavioural patterns which allow ther'n to function within the 
environment in which they finds themselves. Values then can be seen as being instinctive, 
biogenic; and learned, psychogenic; through socialisation or as Hofstede (1984) described, 
as a process of "mental programming". 
The transfer of collective value programmes is a social phenomenon. Societies, organisa- 
tions, and groups having ways of conserving and passing on value programmes from one 
generation to the next. Accepting that value programmes can be and are transferred within 
an organisation or culture it follows that within these programmes there will exist an 
element pertaining to the expectations which people should have of the quality of the 
product or service which is seen as a need in order to sustain the organisation and the 
individual within the environment in which they operate. Such expectations represent the 
benchmark by which valued judgements are made, good or bad, right or wrong based upon 
these learned values. These value dimensions have an important impact on an individuars 
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level of satisfaction because of their association with expectations. Therefore, values 
become antecedents to expectations, i. e. expectations are consequences of values. 
2.7.2 Value Definitions ' 
Murray, as far back as 1938, defined values as being regarded as the cognitive representa- 
tion of internal "needs" mediated by external "presses". 
A review of the values literature discloses numerous approaches to definition and classifi- 
cation. For example values have been described by various scholars as being equivalent to, 
and / or synonymous with the following: a need, a belief, a motive, any object of interest, a 
conception of the desirable and not merely something to be desired, a standard in terms of 
which evaluation is made, and a cognised belief of what ought to be required by society. 
While there has been no universally accepted definition of what a value is, a reasonably 
clear consensus seems to have emerged as postulated by Posner and Munson (1979) who 
observed that values consist of beliefs about what the individual considers fair, right, just, 
or desirable. As such, values are used, in comparison processes when people establish 
standards, judge issues, debate opinions, plan activities, reach decisions, resolve 
differences, change patterns, or exert influence. 
Milton Rokeach (1969 & 1973), defines values as, "An enduring belief that a specific mode 
or end-state of existence is personally or socially preferable to an opposite or converse 
mode of conduct or end-state of existence". He further suggests that this belief transcends 
attitudes toward situations. The reference to "personally preferable" is indicative of an 
individuars values whilst the reference to "socially preferable" indicates values shared by 
the members of some social aggregate, e. g. an organisation. Thus values can be both an 
individual, a social, or an organisational phenomenon. As such, Rokeach contends that 
values are the standards which guide and determine actions, attitudes toward objects and 
situations, ideologies, presentation of self to others, evaluations, judgements, justifications, 
comparisons of self with others, and attempts to influence others. 
Values are components in the guidance of anticipatory and goal-directed behaviour; but 
are also backward looking in their frequent service to justify or explain past conduct. Shils, 
(196 1); Kluckhohn and Strodtbeck, (196 1); Rokeach, (1979); Schein, (1985). 
Kluckholh (195 1) defined values as a concept of desirability, "A value is a concept, explicit 
or implicit... of the desirable which influences the selection from available modes, means, 
and ends of action". 
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In terms of the work environment where even if self employed the individual must rely, to 
some extent, on the input of others thus creating a shared element to their values have been 
shown to, "Serve to create the cognitive schemata through which individuals interpret their 
work environment", (Burke! et. al. 1992, James and James 1989). 
2.7.3 Measuring and Monitoring Values 
To the social psychologist values portend expectations. Rokeach (1969) hypothesised that 
values were beliefs, in the expectancy sense of the word, that things, situations, or condi- 
tions are valued because it is believed that they will produce some desired end state. 
Rokeach made a distinction between two types of values groups: instrumental (modes of 
conduct, such as honesty or responsibility) and terminal (end states, such as happiness or 
wisdom). In order to create a meaningful objective research instrument Rokeach created 
the Rokeach Value Survey (RVS) matrix consisting of these two sets of values groups. He 
identified eighteen instrumental values and eighteen terminal values - each of which is 
ranked by subjects in order of importance or is responded to on an agreed - disagree scale. 
Table 2.1 presents these thirty-six values: 
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Rokeach's Values Matrix 
Tenninal Values 
(end-states of existence) 
A comfortable life (a prosperous life) 
An exciting life (a stimulating, active fife) 
A sense of accomplishment (lasting 
contribution) 
" world at peace (free of war and conflict) 
" world of beauty (nature and the arts) 
Equafity (brotherhood, equal opportunity) 
Family security (taking care of loved ones) 
Freedom (independence, free choice) 
Happiness (contentedness) 
Inner harmony (freedom from inner 
conflict) 
Mature love (sexual and spiritual intimacy) 
National security (protection from attack) 
Pleasure (an enjoyable, leisurely fife) 
Salvation (saved, eternal fife) 
Self-respect (self-esteem) 
Social recognition (respect, admiration) 
True friendship (close companionship) 
. 
Wisdom (a mature understanding of life) 
Table 2.1 Source Rokeach (1969) 
Instrumental Values 
(modes of conduct) 
Ambitious (hardworking, aspiring) 
Broadminded (open-minded) 
Capable (competent, effective) 
Cheerful (light-hearted, joyful) 
Clean (neat, tidy) 
Courageous (standing up for beliefs) 
Forgiving (willing to pardon others) 
Helpful (working for others welfare) 
Honest (sincere and truthful) 
Imaginative (daring, creative) 
Independent (self-reliant, self-sufficient) 
Intellectual (intelligent, reflective) 
Logical (consistent, rational) 
Loving (affectionate, tender) 
Obedient (dutiful, respectful) 
Polite (courteous, well mannered) 
Responsible (dependable, reliable) 
FSelf-controlled 
(restrained, self-disciplined) 
Rokeach assumed that these value terms were universally present in everyone to a certain 
degree since there are only so many states of existence that people are capable of striving 
for and just so many modes of behaviour that can be adopted to achieve their desired end 
state goals. His much quoted statement of, "Work for money, five for recognition", is iflus- 
trative of a desired end state goal. He argued that such, what may seem, a small number of 
values can be justifiably assumed to be present on the same grounds that psychologists 
assume the same basic needs are universally present and on the same grounds that sociolo- 
gists assume the same basic social institutions are universally present. 
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Accepting the basis of the Rokeach matrix leads to the concept of individuality since the 
progressive analysis of an 18 X 18 matrix can lead to trillions of different conclusions. Thus 
an individual's value status will be determined by the values matrix position being seen as 
appropriate to the current situation in which they find themselves at one particular moment 
in time. 
Acceptance of the individuality of a persons values leads to the conclusion that the individ- 
ual must rationalise situations and make choices appropriate to the desired end state. Such 
a system allows a person to exhibit the use of their evaluatory senses in making judgements, 
preferences, and choices on the course of action to be taken in a given situation. This 
rationality leads to the development of the grouping of values into a system of hierarchies 
and priorities which the individual displays as a function of the organisation of their values 
into a value system as previously discussed in this Section of the thesis. 
A major contribution from value monitors to organisations is an increase in its sensitivity 
to changes over time. The ability of an organisation to identify culturally based trends as 
determined by values places the organisation in the best possible position to improve its 
internal and external relationships. Such a monitoring system allows the organisation to 
understand the impact which it will have on the human values of its markets, thus facilitat- 
ing the organisatioifs management in taking overt action which affects held values in a 
prescribed manner. The benefits which can be derived from the design and implementation 
of a values monitoring system have been shown to be ; 
a) The establishment of the meaning of ethical behaviour within markets. 
b) Provide a background to government regulatory thinking. 
c) The identification of subcultures segments of the population. 
As previously stated the concept of values as a major factor within the construct of quality 
is now seen as a major influence in ensuring stakeholder satisfaction. It follows therefore 
that part of the monitoring system should establish the quality values both current and 
projected which are held by these stakeholders. Most of the current literature on quality 
monitoring within a service industry takes cognisance of stakeholder values. However the 
segmentation of quality values within the educational experience as an independent issue in 
the areas of the Rokeach (1969) matrix of end states of existence appears to be sparse and 
as such is a factor in establishing the hypothesis being considered. 
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2.7.4 Core and Peripheral Values 
As has been seen it is generally accepted that an individual's values can be presented as a 
matrix of 18 X 18 terminal and instrumental values. From the matrix a person's value 
system will evolve which will comprise elements which have been called Core and Periph- 
eral values. 
Core values have been defined by Pant and Lachman (1998), as values which when the 
social control that they exert supersedes that of most other values in a value system. When 
the social control a value exerts is itself superseded by that exerted by most other values in 
a system then that value becomes a peripheral value. 
Shils (196 1) described the differences between core and peripheral values thus, "Core 
values are the high priority values that are central to a social, cultural, or an individual's 
value system. They are important in regulating a social system, and are enduring. Peripheral 
values refer to the values of low priority, low consensus (high divergence and ambiguity), 
and less important for social control. Consequently they are susceptible to change". 
Parsons (1964) suggests that values, as the evaluative aspect of culture, constitute the core 
of the stabilising mechanisms of the social system. However, not all values are completely 
stable, thus allowing for continuity and change within a cultural or value system. The core 
values tend to maintain continuity in the unique and distinct characteristics of such systems. 
They maintain continuity because they tend to be more stable and resistant to change, their 
social control effects are more enduring, and because consensus and acceptance of core 
values is higher relative to that of periphery values. Periphery values are less stable or 
enduring because members of society may manifest different levels of attachment to them. 
The divergence in acceptance of periphery values and their resulting susceptibility to 
change make them more accommodating to social change and innovation. These findings 
were further endorsed by Ogbonna (1992) who in his study into cultures within the UK 
supermarket industry found that, "Change in core values is difficult to achieve: change in 
behaviour is easier; the change that may be managed is the manifestly observable behav- 
iours not the unobservable deep-seated value attitudes held by individuals". 
This perspective suggests that culture is a relatively adaptive system that can change 
mostly through peripheral values. Whilst core values can change, or their relative priority in 
the hierarchy can shift, changes impinging on periphery values are more likely to occur. 
The control exerted by different values in any given social context varies, and the control 
exerted by the same value varies across different contexts, (Allport, 1961; Kluckhohn and 
Strodtbeck, 1961; Rokeach, 1973; Shils, 1961). The control exerted by a value depends 
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substantially upon the consensus it receives. The greater the consensus held by an organisa- 
tion or group within the organisation for a particular value the greater the resistance to any 
change to it is displayed. The social control exerted by high consensus values with greater 
resistance to change will be-greater than those with lower consensus and lower resistance 
to change, (Shils, 1961; Rokeach, 1973; Schein 1985). From the preceding defu-ýitions and 
findings it can be seen that all values, value systems, and their resultant cultures are in fact 
dynamic even within those values with which we appear to be born. Perhaps this is most 
startlingly seen when the value of survival is sacrificed for the sake of another high consen- 
sus value "learned" as being acceptable to a particular society. . Examples of this can 
be 
seen in the sacrifices made by the Christian martyrs, Kamikaze pilots, and others. 
It is to the identity of the quality core values contained within the value systems of the 
consumer (student), staff, and organisation within service industries and to what degree 
consensus and congruity exists between all three of these constituents that the case study 
element of this research will be addressed. 
2.7.5 Values within the Concept of Sel 
The very concept of "self' within the "end states of existence" plays a major role when 
analysing the values adopted by an individual with particular reference to the choice of 
actions they adopt either as a consumer or as a supplier in both internal and external mode. 
The "feel good factor" of the ego state, self-esteem, or self-worth cannot be ignored when 
examining the values adopted by an individual, Woods (198 1). 
It is generally agreed that the value of self develops throughout ones life's experiences and 
as such is part of the overall dynamism of one's value system. The concept of self esteem is 
one of change to adapt to the environment in which one finds oneself. It is however a core 
value which is learned as soon as a baby "constructs a self differentiated from the outer 
world, " Piaget, (1969); Loevinger, (1976). 
The result of these learned core values is that each individual has a perceived self image (or 
multiple self images) as a certain kind of person with traits, habits, relationships, and modes 
of behaviour. Thus image, of self as an individual, or within groups, plays an important role 
in the development and changing modes of the individuars value system. 
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2.8 Attitudes 
Since, as previously stated, the hypothesis being examined within this thesis is looking at 
the core values of the individual and how they influence their perception of service quality it 
is important to establish the differences between values and attitudes. 
Whilst attitudes and values may appear to be similar, in fact values are the antecedents of 
attitudes and should be considered as preceding and colouring them. Rokeach (1970) best 
summarised the differences as, "Attitudes can be viewed as the individual's positive or 
negative evaluations of objects, situations, or behaviours, which predispose the individual 
to respond in some manner. Values, on the other hand, transcend specific objects and situa- 
tions. They deal with modes of conduct and end states of existence. That is, an individual 
who has a "value" has an enduring belief that a particular mode of conduct or end state 
existence is preferable to some other mode of conduct or end state existence. Values serve 
as standards or criteria that tell us how to act, what to want, and what attitudes to hold, 
and they allow us to judge and compare ourselves with others. Compared to attitudes 
which focus directly on specific objects, situations, or actions, values transcend specific 
circumstances. Whereas individuals may possess thousands of attitudes, they are likely to 
possess less than a hundred values". 
Attitudes have been described as consisting of three basic components ; emotional, infor- 
mational, and behavioural. Since only the behavioural aspect of an attitude, and therefore 
the core values which colour it, are observable, one cannot observe another persoifs 
feelings or beliefs. It follows therefore that careful consideration regarding the unobserv- 
able elements has been taken into account during the focus group stages of the case study. 
2.9 Expectations 
The expectations construct has been viewed as playing a key role in customer evaluation of 
service quality, (Gronroos 1983, Lehtinen and Lehtinen 1982, Parasuraman et al. 1985, 
1988; Brown and Swartz 1989). Expectations are viewed as the desires or wants of 
consumers, i. e. what they feel a service provider should offer rather than would offer, 
Parasuraman et al. (1988). 
From the literature on consumer satisfaction it is evident that there exists three major types 
of expectations; 
a) Predictive expectations - are expectations which deal with the likelihood of the perform- 
ance level of a service. 
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b) Normative expectations - which concern ideal standards about how the service should 
perform. 
c) Comparative expectations - which deal with the performance of the service in compari- 
son with similar services. - 
The literature further shows that normative expectations are the most appropriate detenni- 
nants of satisfaction, Woodruff et al., (1981). As satisfaction plays a major role within the 
hypothesis being tested normative expectations are considered as the level of expectation 
under discussion. 
As the focus of the instrument used during the case study element of this hypothesis is the 
examination of the gap between consumer, staff, and organisation's expectations and the 
level of service provided, i. e. their normative expectations, or the conf=tion / disconfir- 
mation of expectations and the resultant gap paradigm, Oliver (1977; 1980b), it is impor- 
tant to establish the definition of expectation within the context of the hypothesis. 
Personal values represent enduring needs, beliefs, hopes, and fears and as such are the 
antecedents to expectations, i. e. expectations are the consequences of values and their 
value systems. This leads to confirmation or disconfirmation of these expectations, which, 
in turn, leads to satisfaction or dissatisfaction. It is important however to distinguish overall 
needs from expectations in terms of service transaction, given the generally short time span 
in which a service transaction occurs. Needs differ from expectations in that expectations 
are conscious, specific, short-term, and at a surface level whilst needs are unconscious until 
activated, more holistic in approach and longer term. Schneider and Chung, (1996), point 
out that, "We may react to violations of expectations with disappointment or 
dissatisfaction; we react to violations of basic needs with anger even outrage". How 
consumers gauge the level of quality provided by a service requires deeper investigation 
therefore than simply measuring their level of expectation. It also requires a determination 
of the levels of consumer needs satisfied and the gap between expectation and overall 
outcome. 
Consumer research has confirmed that expectations, and confirmation of expectations, are 
important determinants of satisfaction. Indeed many researchers into the subject agree that 
the consumer's expectations, based upon their value systems and priorities in a given situa- 
tion, impact upon the consumer's evaluation of the service or article being purchased and 
therefore their satisfaction level on the completion of a transaction, (Bitner, 1990; Cronin 
and Taylor, 1992; Oliver, 1980a; Oliver and DeSabro, 1988; Parasuraman, 1988; Parasura- 
man et al., 1985; Stayman et al., 1992; Tse and Wilson, 1988). 
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Conflicting evidence from other research, (Churchill and Surprenant 1982 [one 
experiment]; Oliver 1980b [one experiment]; Spreng, Dixon, and Olshavsky 1993), 
supports the theory that no significant relationship exists between pre-purchase expecta- 
tions and post-purchase satisfaction. Closer examination of the findings of these researchers 
however raises questions regarding the number of experiments carried out and the size and 
mix of the population used for them to make a controlled evaluation and reach their conclu- 
sions. Under these circumstances the element of expectation having an influence on the 
desired end state is used throughout the examination of the research hypothesis. 
Victor Vroom, (1964) first formulated an expectancy theory directly aimed at work 
motivation but which holds up under scrutiny to human motivation in any of its guises. He 
defined expectancy as, "A (momentary) subjective belief of an individual to accomplish a 
given task successfully (when investing an appropriate effort)". 
Vroorn took the psychological content theories of human motivation proposed by Alder- 
fer's - ERG Needs :- Growth, Relatedness, and Existence, (1972), Maslows - Hierarchy of 
Needs :- Self-actualisation, Esteem, Love, Safety, and Physiology (1943), and Herzberg's - 
Two Factors :- Motivators, and Hygiene Factors (1966), a fiirther step in our knowledge of 
behaviour by showing that behaviour was influenced by the cognitive antecedents which go 
into motivating man to satisfy his needs. 
Essentially Vroom's theory states that the strength of a person's motivation to carry out a 
series of actions depends upon the satisfaction of the first action's outcome creating an 
expectation of a second state, and so on, in order that the person can achieve his / her 
desired end state. 
The importance of the Vroorn theory to the proof, or otherwise, of this hypothesis is the 
fiirther use of a major variable, i. e. instrumentality, in the motivational and therefore periph- 
eral value element of a value system of expectancy. This affects the subsequent degree of 
satisfaction / dissatisfaction of university students since their programme of studies may 
have only provided general ideas of what lies ahead and they may not be fiffly aware of the 
content, value, or relevance of a course in relation to their expectations until the later years 
of study. "Undergraduates' expectations regarding the quality of higher education services 
have no comparative base or frame of reference from which to make evaluations", 
McElwee and Redman (1993). Their expectations therefore become based only upon their 
prior experiences at school. Any change to these expectations it is argued requires the 
student to adopt an instrumentality approach to making decisions regarding the value or 
otherwise of the programme of study and the quality of management of it being offered. 
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Whilst psychological theorists all agree that expectancies are mental, or cognitive states, 
there is little agreement about the nature of these states. Rokeach (1977), first suggested 
that there might exist different types of expectations, ideal, expected, deserved, and 
minimally tolerable, stressing the importance of knowing against what type of expectations 
the consumer compares the performance of the product or service. Gilly, Cron and Barry 
(1983) studied these concepts and found moderate support for them as independent 
constructs. Research has also shown that some types of expectations or standards seem to 
be better at explaining satisfaction (Bolfing and Woodruff 1988, Cadotte, Woodruff, and 
Jenkins 1983) and that relationships between disconfirmation, performance, and satisfaction 
change depending upon the benchmark standard used, Bolfing and Woodruff (1988). A 
further complication arises when the consumer also uses several standards simultaneously, 
Tse and Wilton (198 8). 
The most common definition based upon Tolmads expectancy theory is that customer 
expectations are predictions made by customers concerning what they believe will be the 
outcome of a service transaction or exchange, (Leichty and Churchill, 1979; Miller, 1977; 
Oliver, 1980a, 1980b; Day, 1983; Swan 1988,1992). In addition predictive expectations 
have been found to have a direct positive influence on satisfaction, (Bolfing and Woodruff 
1988; Churchill and Serpenant 1982; Prakash and Lounsbury 1984; Tse and Wilton 1988). 
Three types of norms have been suggested in the satisfaction literature: A best brand norm, 
a product or service norm and a brand norm, (Cadotte et al. 1983; Woodruff et al., 1983). 
Cadotte et al. (1983) found that these norms served as valid and useful concepts when 
attempting to define the overall concept of expectation. 
The most appropriate working definition which accommodates the instrument used during 
the case study is however that provided by Zeithaml and Bitner (1996), "Customer expecta- 
tions are beliefs about a service delivery that function as standards or reference points 
against which perfon-nance is judged. " 
As customers and staff compare their expectations against the quality of service delivered- 
and received in any transaction to judge "good' and "bad" the concept of expectation is 
critical to the quality of service levels offqrcd by an organisation. Indeed knowing what the 
customer expects is the first, and possibly most critical, step in delivering a quality service. 
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2.10 Percention 
Value systems dictate how people perceive an object, service, or situation. Individual 
values and attitudes cause people to see things differently, e. g. assumptions, stereotypes, 
and "halo effects" spring all too readily from our personal positions on people and events, 
Cole (1995). It is therefore important within the terms of the hypothesis to establish a 
working definition of perception since this will present itself in the gathering and analysis of 
data. 
A working definition as provided by Fred Luthans (1995) of, "Perception is a very complex 
cognitive process that yields a unique picture that may or may not be quite different from 
reality . 
Tbroughout this research, both the literature and the case study, due cognisance is taken 
that in dealing with people issues it is people's own picture of the world, perception, that is 
being examined however divorced it may seem to the researcher from the real world. 
2.11 Imaee 
The image presented by a consumer or a supplier in any transaction has an immediate influ- 
ence on the judgmental elements of an individuars value system. It therefore also has an 
influence upon the perceptions, expectations, and attitudes which each party adopts. 
Regardless of the identity of the industry, company image is an important antecedent of 
consumer expectation and should be included as both an antecedent and a mediating 
variable of consumers' expectations and therefore their value systems. Within the whole 
range of service industries it has been shown that company image is the strongest antece- 
dent of consumer expectation, Clow et al., (1997). 
Just as in the case of the individual who manages his or her image to ensure its acceptabil- 
ity in the environment in which they wishes to act so company image must be managed to 
ensure the appropriate image which will ensure the hoped for favourable customer expecta- 
tion and satisfaction. This is achieved, as with the individual, by ensuring the appropriate 
level of control on each channel of customer contact, e. g. two-way communication 
channels, etc., in the hope that this will impact positively in the consumer's memories of the 
company. Company image has been defined as perceptions of an organisation reflected in 
the associations held in a customer's memory by Gronroos (1984 & 1990) as, "How 
customers see and perceive a company". Gronroos (1983,1984,1990) has also shown that 
company image serves an antecedent of consumer expectation and also acts as a meditating 
Page 29 
variable. This it is argued can be portrayed as a factor dependent upon the level of shared 
values. 
Given all of the foregoing it is argued that any model or instrument within a model which 
would seek to estabfish th6 levels of quality expected and received, and therefore the levels 
of consumer satisfaction in order to establish the value systems of the individual or organi- 
sations should take due cognisance of the image factor. 
2.12 Personal Values 
One's personal or life's values can almost be seen as analogous to one's genetic fingerprint 
or DNA. Just as our DNA governs our physical entity then the make-up of our values and 
value system governs our actions and reactions within given situations. 
Personal values have been categorised into a number of types. Allport et al. (195 1), distin- 
guished between the following six types of values: 
1) Theoretical, i. e. placing considerable emphasis on the use of reason to arrive at the truth 
of things. 
2) Economic, i. e. emphasising the useful and the practical aspects of life. 
3) Aesthetic, i. e. placing high value on beauty and form. 
4) Social, i. e. emphasising the importance of people over other aspects of life. 
5) Political, i. e. concerned with exercising power and influence. 
6) Religious, i. e. a concern for spiritual values in life. 
The priority given to each type of value reflects the individuars dominant concerns. The 
above list identifies where people's priorities may He but does not tell much about the rights 
and wrongs of their behaviour. The morality issue is a crucial dimension of personal values, 
which are not just about what is important in life but what is thought to be either right or 
wrong. 
Reference to Table 2.1 and the work of Milton Rokeach, (1969 & 1973), shows that his 
work is a finiher expansion of the Allport studies and in fact bears out their findings. 
Kluckhohn and Strodtbeck (1961), more philosophically contend that an individuays values 
can be indexed by five separate dimensions which reflect his or her value orientations : 
human nature is good or evil ; past, present, or future time perspective ; being, being-in- 
becoming, or doing ; subjugation to, in harmony with, or mastery over nature; linearity, 
collaterality, or individualism. 
The cultural background of the individual influences the personal values of the individual. 
Whilst the foundations of a personal value system are the core and peripheral values which 
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are either biogenic or psychoger& in character. From these basic values spring personal 
attitudes and one's own moral code (moral principles). Personal values also contribute to, 
and are influenced by, those values held as being acceptable or the norms within the society 
Therefore it may be hyp6thesised that because of personal values consumers form differ- 
ent levels of service expectations. Vinson, Scott, and Lamont (1977) theorised that 
personal values impact on domain specific values; these domain specific values are concep- 
tual-ised to be expectations from service providers and from the services that they provide. 
However perhaps the Mowing definition proposed by Cole, (1995), best condenses aU of 
the varying attempts by others to clarify and operationalise the term personal values into a 
few sentences: - 
"A personal value is an underlining acceptance of a general way of behaving that is seen as 
preferable to alternative ways, and usuaUy carries notions of right and wrong within it. The 
development of personal values is influenced by such factors as personal characteristics, 
e. g. conscientiousness, etc., the level of intelfigence, childhood , and subsequent learning, 
and the influence of others, e. g. parents, teachers, and peer groups, as well as by fife's 
experiences. Personal values tend to be more deep-rooted than attitudes and opinions. " 
This means that a value system remains in a constant state of flux being changed by the 
individual's evaluatory processes which continue throughout one's lifetime. 
2.13 Customer / Consumer Values 
Examination of the Rokeach Table of Values, Table 2.1, shows that it contains, in one 
guise or another, all of the values that an individual carries with them. How individuals 
prioritise these values in making the purchase of a product or service in terms of sacrifices 
and benefits and how they evaluate satisfaction in relation to these values, "Customer value 
equals benefits minus sacrifices", Bounds ey a]. (1994), is the focus of this element of the 
thesis. 
It is extremely important in discussing customer values to distinguish between monetary 
value and customer's perceived value as continuous improvement activities should be driven 
toward the purpose of providing the customer with the best perceived quality value and not 
just as a monetary consideration. The concept of customer value converts the notion that 
value is something inherent within a service and the notion that value is determined in the 
context of customer benefit and derived satisfaction. 
Accepting that sacrifices are made the following value elements can be seen as within a 
transaction; 
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a) Price 
The relevance of price as a major factor in the "decision to buy" and satisfaction levels can 
be seen in the work of Dodds, Monroe, and Grewal (1991), Grewal (1995), and Rao and 
Monroe (1988,1989) who'have shown that when faced with performance uncertainty use 
price as a cue in forming performance expectations. 
Examination of the Rokeach Table of Values, Table 2.1, shows that whilst not directly 
indicating price as a core or peripheral value the sacrifice, trade-off, price to be paid in 
order that the end state satisfaction is achieved can be seen to encompass all of the values 
within an individual's value system. 
b) Reliability 
Lewis, (199 1), has shown that the four elements of reliability, accuracy, the ability to keep 
promises, and competence within back-up facilities, are all seen by the customer as a value 
priority when involved with a service transaction. Zeithan-J, Parasuraman, and Berry, 
(1990), have, using their measuring construct SERVQUAL examined the importance of 
reliability in conjunction with the five value dimensions of their construct of tangibles, 
reliability, responsiveness, assurance, and empathy. They have concluded that customers 
regard reliability as the number one value when dealing with a service provider. 
c) Trust 
Trust in terms of a value judgement is difficult to define. Particularly in relation to service 
interactions since the service being purchased usually is an intangible and is instantaneous in 
time span. As such it can be seen to be involved at varying levels within a persorfs value 
system. When a customer initiates a transaction they examine their own value system and 
that of the service provider. Such examinations will prioritise the customer's core and 
peripheral values and examine just how far the customer feels that he or she can trust the 
provider by relating to his or her espoused values. 
d) Self-esteem 
Feelings are more transient in content than actual values and as such can be influenced by 
such dimensions as politeness, friendliness, etc., and the tangible items which surround the 
service being offered. Since service transactions can be momentary occurrences feelings do 
play a part in determining the level of satisfaction a customer experiences especially the 
feeling of self-esteem finked to the value of self-respect. Unlike the purchase of an object 
the purchase of a service requires both purchaser and vendor to have a degree of involve- 
ment. As a result both parties will evoke the "me" factor, i. e. what's in it for me as a 
customer - (needs satisfaction relative to the customer's standards, norm., and expectations 
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at the time of the perceived need) and as a suppNer - (profitability plus a sense of accom- 
plishment or job satisfaction). 
2.14 OLrganisational Valýes- 
The role of organisational values can be seen as an expansion of the "Development of an 
Organisation's Culture and Value Systems" section of this thesis. 
"Organisations are usually formed by a founder who gathers a group of people in order to 
achieve certain purposes or goals. This group led by the founder develops the mission 
statement, what we are here to do, and vision, what we wish to achieve at some time hence, 
and values, what do we believe and how will we act to achieve our vision and goals, for the 
organisation. When this founding group begins to bring in others a common history begins 
and so does the development of the organisation's culture", Schein (1985). 
Lachman et al., (1994), have stated that, "Values legitimise the organisations existence - 
its modes of organisation and functioning, including patterns of business conduct and 
practices - within the larger social context". Whilst the statement is true it is argued that it 
is the strength of the sharing of values which legitimises an organisation not just the content 
within the statement. 
Deal and Kennedy (1982) have shown that in an organisation which has strong shared 
values there are three comi-non characteristics often present: 
1) The shared values are a clear guideline to task performance. 
2) The managers devote much of their time to developing and reinforcing the shared values. 
3) The shared values are deeply anchored among employees. 
Organisations adopting such an approach to their value system have been shown to have 
consistently improving performance. Such a culture provides the lens for perceiving and 
giving meaning to events however it can prevent organisation members from recognising 
competitive and operational opportunities and threats, (Deal and Kennedy 1982; Barney, 
1986; Crozier 1964; Porter 1980; Riley 1983; Schein 1985; T-ichy 1983). This does not 
mean that strong cultures cannot be changed. Chief executives who have "rescued their 
organisation" attribute successful turnarounds to their organisations willingness to adopt 
and espouse commonly held values, Tichy (1983). 
It is argued therefore that the most important element of any organisations value system is 
the shared element both internally and externally which ensures commitment and maximum 
effort by all of its stakeholders in achieving all of the organisations goals. Evidence for this 
argument has been postulated by Peters and Waterman (1982) who, "Insist that shared 
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values represent the core of a corporate culture", and by Kaffiath, Bluedom and Strube 
(1999) in their research into the congruence of values in effecting the commitment and job 
satisfaction of staff in hospitals. 
2.14.1 The Role of the Senior Management. Chief Executive Officer (CEO) in Deter- 
mining Organisational Values 
Whilst most organisational members have some input to decision-making it is clear that in 
nearly all organisations a dominant coalition develops consisting of an inner circle of 
members, (Cyert and March 1963; Thompson 1980). Their position of authority allows 
them sufficient latitude to filter issues and impose their value system upon the organisation 
with particular reference to selecting the problems to be addressed and the solutions which 
the organisation will perceive, (Dutton 1986, Dutton et al. 1983). Selznick (1957) argues 
that, "Organisations have values (the substance of any corporate culture) and that the role 
of the organisatiods leaders is to fashion, represent, and sustain these values". The strategic 
management process therefore largely reflects their beliefs, (Davis 1984; Lorsch 1986), and 
values (Bamberger 1986; Strudivant et al. 1985) in the selection of organisational goals and 
objectives. 
Schein (1990) adds to the strength of the leadership role which CEO's have within an 
organisation's culture by stating that, "Values of founders shape organisational cultures, 
affecting ordinary members through shared practices". In other words, leader = corporate 
culture creator or maintainer. 
Whilst the values held by top management influence the strategies adopted by an organisa- 
tion it is imperative that organisations take due cognisance of the fact that values being 
dynamic in nature require organisations to continue to scrutinise both their own and their 
markets' value systems. This is seen in most quarters as the function of the management, 
"The role of the C. E. O. is to manage the values of the organisation", Peters and Waterman 
(1982). 
Organisational values will only be adopted by all of the members of an organisation when 
they see that they are being "lived" as part of the management style of their leaders. It is 
therefore important for leaders, i. e. managers, to act as role models for the organisations 
values in order that they become shared and a "way of life" for all of the stakeholders. 
"A fish rotsfrom the head down ", old Hebrew saying. 
The danger of non-correlation between organisational values and manager's personal 
values was highlighted in a study of US insurance companies by Gordon and DiTomaso 
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(1992) who showed that companies whose managers did not agree on their perceptions of 
company values in relation to their own performed less well than those where perceptions 
were more consistent. It therefore follows that it is the role of all stakeholders within the 
organisation to question the core values used in strategic decisions made by those "in 
authority" thus ensuring all round commitment to these values. 
2.14.2 Employee Values 
Jobs and occupations play an important role within an individual's value system. To have 
any job, a particular type ofjob, or a particular job, e. g. the prime minister of the U. K., may 
rank at the top of one's ambition or be totally abhorrent in terms of the hierarchy of 
personal values of an individual. The value of a job can fie in any one or more of its 
features; the income which it provides, the status of the work, the physical character of the 
work interest in the job activity as such, or the proficiency one has in the job, Woods 
(198 1), or work goals which represent "values as the desired", Hofstede (1980). 
Job satisfaction, and therefore personal values congruity, is conceptualised as both influ- 
ence and cognition-based with definitions ranging from, "A positive emotional state result- 
ing from the appraisal of one's job or job experience", to "All characteristics of the job itself 
and the work environment which employees find rewarding, fulfilling, and satisfying, or 
frustrating and unsatisfactory", Brown M. A. (1976). 
For the purposes of the research being undertakenjob satisfaction is defined as an overall 
holistic state pertaining to the employee's view of having produced a service of superior 
quality. 
Using the work of others Kalliath et al. (1999) have postulated that two mechanisms 
produce individual job satisfaction through the congruence of shared values; 
1) Individuals who hold similar values should share common aspects of cognitive process- 
ing that should lead to common methods of interpreting events. Common interpretations 
reduce uncertainty and stimulus overload and improve interpersonal relationships in part by 
reducing conflict and misunderstandings, which improve satisfaction and commitment, 
Meglino et al. (1989); Schein (1992). 
2) In a similar fashion congruence among members' values generates clearer role expecta- 
tions arising from greater ability to predict each other's behaviour leading to less role 
ambiguity and conflict hence higher satisfaction and commitment, Fisher and Gitelson 
(1983); Kluckhohn (195 1); Meglino et al (1989). 
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Together these two theoretical rationales suggest a positive relationship between value 
congruence and both job satisfaction and organisational commitment, Kalliath, et A 
(1999). 
2.15 Summary of Chapte 
A review of the literature regarding aspects of Culture and Values underpins an under- 
standing of their roles in terms of the aims and objectives of this thesis as stated on page 3. 
Culture is shown as being difficult to define being seen as meaning different things to differ- 
ent people. The role which culture plays within organisations and how it molds people's 
lives is reviewed. Organisations are seen as providing stability in people's fives by providing 
standards to which people (stakeholders) can relate and to which they are willing to 
compromise their individuality to be a member. In order that the organisation survives 
people in sacrificing their individuality must share a common purpose. They must therefore 
share the same believes, customs, and standards which over a period of time become the 
basic assumptions or values of the organisation. The influence of these basic assumptions, 
and the values which underpin them is the anchorage which allows a culture to survive. 
In terms of the aims and objectives the review of Culture can be seen as the foundation 
upon which the examination of other aspects of this research is based. It does so by intro- 
ducing the concepts of Organisations, Stakeholders, and Values all of which can be seen in 
items I-5 of the research objectives. 
Values have been described by various scholars as being equivalent to, and / or synony- 
mous with the following: a need, a belief, a motive, any object of interest, a conception of 
the desirable and not merely something to be desired, a standard in terms of which evalua- 
tion is made, and a cognised belief of what ought to be required by society. As with the 
rationale for the review of Culture a review of the definitions of Values was necessary in 
order that there was a clear understanding of what is meant by Values in terms of the objec- 
tives of the research as can be seen in items I-5 of the research objectives. 
Society's, or organisation's, values are seen as a Value System which are made-up by the 
shared values of the members of that organisation. As the environment in which the organi- 
sation exists changes so must the value system change and is therefore a dynamic entity. 
Within this dynamic certain values will be core or important to the organisation's survival 
whilst others will be less so being peripheral and on occasion discarded thus adding to the 
dynamism. It follows that since both core and peripheral values can be discarded these must 
comprise certain values which are inherent and some which are learned. Adherence to these 
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learned values allow the individual to remain within the organisation. However the 
individuality of a person means that he or she may hold certain values out with those of the 
organisation but which are not in conflict with them. Others holding similar values mayjoin 
together to form subcultures of the main organisation. It follows that a culture may be seen 
as a combination of subcultures having a core of values which allows individuals to achieve 
shared objectives within the constraints of the organisations espoused values. It has been 
shown that an individual's important core values are difficult to change whilst the periph- 
eral values are more flexible in nature. It is argued from the descriptions of culture within 
an organisation that being based upon the dynamic of a value system requires the organisa- 
tion to have a core of 'shared values' to allow it to exist. 
As stated in the research objectives an understanding of the diversity of stakeholder value 
systems and their role in organisations is a requirement. A review of the literature on this 
aspect of Values was therefore deemed necessary in order that there was a clear under- 
standing of their roles within the thesis. The outcomes of this review can be seen in items 
I-5 of the objectives. 
Attitudes, Perception, Image, and Expectation are all antecedents of Values and as such 
are defined for the purposes of the research. Aspects of expectations and their role in the 
importance placed by the customer of a service is discussed it being a prime factor in the 
research undertaken for this thesis and its objectives. Within the context of the research and 
its objectives the most appropriate working definition of expectations being that by 
Zeithaml and Bitner (1996) of, "Customer expectations are beliefs about a service delivery 
that functions as standards or reference points against which performance is judged. " 
As customers and staff compare their expectations against the quality of service delivered 
and received in any transaction to judge satisfied or dissatisfied the concept of expectation 
is critical to the quality of service levels offered by an organisation. The concept of expecta- 
tion therefore plays a major role in identifying and measuring stakeholder core and periph- 
eral Values. A review and definition of expectation was therefore necessary to comply with 
the objectives of stakeholder value identity, and congruence as seen in ob ectives I-5 of j 
the research aims. 
Personal values have been shown to be based upon one's core and peripheral values from 
which springs ones own moral code. These are also influenced by the society of which the 
individual is a member. It follows that individuals will have different prospective of what a 
service should provide making evaluatory judgements which means that personal values are 
in a constant state of flux. 
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Customer values, as part of the personal value system, require the customer to evaluate the 
level of sacrifice needed to derive satisfaction. Price, reliability, trust, and self-esteem within 
a transaction are discussed each of which being seen within the construct of the measuring 
instrument used within the iesearch reported in this thesis. 
The review of both personal and customer values forms the basis of the examination of the 
diversity of value systems as stated in Objective I of the thesis. 
Peters and Waterman (1982) and, Bluedorn, and Strube (1999) in their research into the 
congruence of values in organisations, "Insist that shared values represent the core of a 
corporate culture". It is argued therefore that the most important element of any organisa- 
tiotfs value system is the shared element both internally and externally which ensures 
commitment by all of its stakeholders to the organisation's goals. All of the stakeholders 
implies that the role of the CEO is to ensure that the shared values are part of the manage- 
ment style of the organisation. Such an approach being consistent with the employee values 
in ensuring job satisfaction elements which allgn with the testing of congruence of stake- 
holder values objective 4 of the aims of this thesis. 
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Chapter 3 
Quality 
3.0 Introduction 
The role of quality values within the implementation and maintenance elements of a quality 
culture is discussed throughout this section of the research thesis. The role which values 
and value systems play within a culture will, on occasion be self evident. Where this is not 
the case it is intended that the review of the literature and arguments will show how the 
values influence organisational and individualistic behaviour towards a quality culture. 
3.1 Definition 
"If beauty is in the eye of the beholder then quality is in the feeling the viewer experiences 
when confronted by such beauty". Anon 
The above statement may seem at first reading to be somewhat over simplistic. If so then 
the challenge must surely be to define quality. Is it something that we can grab hold of, or 
touch, or taste or smell ? Or is it something, as referred to in the above statement, which 
confronts our emotions and makes us feel good for merely a moment or throughout our 
lives ? 
Webster's Dictionary definition defines quality as simply "the degree of excellence", 
excellence being defined as being "the best of its kind". Whilst the Oxford English 
Dictionary defines the term as being the "faculty, skill, accomplishment, characteristic trait, 
mental or moral attribute which one displays". The more we try to tie down the definition 
of quality the more we seem to expand the definition to include all of those emotions which 
we experience when confronted by what we perceive as quality. Any definition is therefore 
subjective rather than objective. A visionary conceptual linkage can be ftirther seen in most 
peoples'perceptions of a work of art, "We dont know much about it but we do know what 
we like when we see it". We cah't define it but we know it when we, in its widest sense, 
"feel it", somehow or other it is simply intuitive and this in itself makes it difficult to 
conceptualise, operationalise, and subsequently manage. 
Some like VroeiJenstijn (199 1) however go so far as to state that due to the very 
complexity of the subject that, "It's a waste of time trying to define quality". 
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Despite all of the complexities of the concept of quality it is necessary, for the purposes of 
this dissertation, to adopt a working definition of quality in relation to service industries. 
Others have attempted this by defining it as "conformance to specification or standard", and 
"degree to which customdrs' specifications are satisfied", "a fair exchange of price and 
value", "fitness for use", "doing it right the first time", "delighting the customer". 
Feigenbaum (1983) used the statement of, "The total composite product and service 
characteristics of marketing, engineering, manufacture, and maintenance through which the 
product and service in use will meet the expectation of the customer" as his somewhat 
comprehensive definition of quality. However the by now much used definition of quality 
by Juran (1980) of, "fitness for use as perceived by the customer" or "fit for purpose" 
would seem to fit the requirement adequately. Perhaps he would not object if his definition 
was rephrased simply to read "fit for customer purpose" and was used as a working 
definition throughout this thesis. Such a definition implies that quality is an achievable and 
measurable entity which can be implemented and managed within an organisation. However 
the difficulties in dealing with the measurement of a "feeling", as will be discussed later, 
should not be underestimated. Certainly the measurement of a quality standard is achievable 
but who sets the standard and whether or not this standard is acceptable to all parties forms 
part of the research upon which the hypothesis is based. 
In order that the best results are achieved from any quality initiative it is essential, it is 
argued, for there to be a complete understanding of the quality values, or principles, which 
drive the three major stakeholders within an organisation, the management as 
representatives of the owners / shareholders, the staff, and the customer / supplier. The 
research undertaken within the context of the hypothesis aims to establish the quality values 
of these three stakeholders and the roles that each of their values play either individually or 
in concert in establishing the perception quafity within a service environment. 
3.2 Qualily Chains 
"Failure to achieve customer satisfaction in any part of a process chain has a way of 
multiplying, and failure in one part of the system creates problems elsewhere, leading to yet 
more failure, more problems and so on. The benefits of making sure that requirements are 
met at every stage, every time, are truly enormous in terms of increased competitiveness 
and market share, reduced costs, improved productivity and delivery performance, and the 
elimination of waste", Oakland (1994). 
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The concept of a quality chain involves the unification of people each of whom, based 
upon a certain portfolio of personal expectations, will have their own expected input and 
outcome from their involvement in a transaction. It is important that there is an 
understanding of the role *of management in meeting these exceptions. As Gremler et al. 
(1993), state, "The general consensus is that the satisfaction of these internal customers (in 
a similar way to external customers) is also important to the success of an organisation". 
This has been further borne out by Mathews and Clark (1997) in their research into the 
relationship between internal and external services within the National Health Service 
(NHS) in which they argue that, "The same dimensions and factors that have a strong 
influence in determining external customer's perceptions of service quality (and satisfaction 
and dissatisfaction with service encounters) are pertinent to internal service relationships". 
3.3 Qualfty Background - The Qualfty Gurus 
A brief synopsis of the approaches 7 of the most famous Quality Gurus and their influence 
upon the Quality Movement follows. 
3.3.1 Dr. W. Edwards Demina 
Dr. W. Edwards Deming is probably the father of the quality revolution. Prior to Deming 
the belief in Western industries was that improving quality added to cost and that no one 
would risk adding to costs when, with the great expansion of mass produced goods, the 
customer expected nothing better. 
The main contribution of Deming to quality thinking; 
- he advocated the bringing of the customer into the organisation's processes and by 
creating a close link between worker and supplier to work for continuous improvement. 
- he introduced the use of statistical process control (SPQ charting to overcome the 
problems of manufacturing variability. 
The introduction of these initiatives Deming stated would lead to the benefits of reduced 
costs and increased market share. 
3.3.2 Joseph M. Juran 
The breakthrough to quality can only be achieved, Juran argues, when management 
focuses on planning, "quality does not happen by accident it must be planned", 
organisational issues, accepts management's responsibility for quality, "at least 85% of 
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failures in any organisation are the fault of the system controlled by management", and the 
need to set goals and targets for improvement. lie maintains that the key elements in 
implementing company-wide strategic quality programmes are seen as identifying 
customers and their needg, establishing optirnal quality goals; and creating measurements of 
quality. 
3.3.3 Armand V. Feigenbaum 
Feigenbaum is the originator of Total Quality Control (TQC). In his book Total Quality 
Control: Principles, Practices, and Administration, (1983), Feigenbaum strove to move 
away from the then primary concern with technical methods of quality control to quality 
business methods. Thus he emphasised the administrative viewpoint and considered human 
relations along with their value systems as a basic issue in quality control activities. Because 
TQC emphasises the exchange of information throughout the whole organisation from top 
to bottom and vice versa it depends heavily on informed thinking and involved workers. 
3.3.4 Philip B. Crosb 
Phil Crosby introduced the concepts of "Zero Defects" and "doing it right first time" to 
quality thinking. 
Crosby defines quality as "conformance to requirements which the company has itself 
established for its products based directly on its customers' needs". Therefore the 
requirements of a product need to be specified clearly so that quality becomes tangible, 
measurable and measured. He believes, based on cost of quality exercises, that since most 
companies allow for a certain deviation from specification it is necessary for manufacturing 
companies to spend around 20% of revenues doing things wrong and doing them over 
again. Crosby maintains that by doing it right first time every time the continued savings 
and the improvements in quality will result in increased market share. 
3.3.5 Ishikawa, and Taggchi. Shingo 
The importance in the realms of quality with particular reference to production methods of 
these three Japanese Quality Gurus cannot be ignored. 
Shigeo Shingo created the poka-yoke system to ensure zero-defects in production by 
preventive methods and is held in the highest of esteem throughout the business world. 
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Dr. Kaoru Ishikawa's three main contributions to quality are the simplification and spread 
of technical statistical tools (the 7 tools of Quality Control) as a unified system throughout 
all levels of Japanese companies, his input to the company-wide Quality Movement, and his 
input to the Quality Circld Movement. 
Dr. Genichi Taguchi developed a methodology for the minimum of prototyping in product 
design and troubleshooting in production. 
All of the writings of the quality Gurus'discussed so far in this research have been 
primarily concerned with the manufacturing side of industry wherein quality is achieved by 
measuring and controlling tangible objects. However most if not all of the techniques 
advocated by the Gurus are transferable to service industries with their intangible control of 
people issues. 
From the foregoing it can be seen that in order to bring about a culture of quality within 
their structures, organisations have to "adopt, adapt, and improve" a vehicle or raft of 
techniques. Such a vehicle is termed "Total Quality Management" and is the subject of the 
next sections of this thesis' chapter. 
3.4 Total Qualily Culture 
Marvin Bower, former managing director of McKinsey and Company, aptly described 
culture "as the way we do things around here". More formaHy, culture is the values and 
beliefs that most members of an organisation share. Beliefs are assumptions about what is 
true, while values are assumptions about what is worthwhile or desirable. 
An organisation with a total quality culture has clear values and beliefs that foster total 
quality behaviour. It must however relentlessly manage every aspect of its business by 
living and constantly reassessing the shared values and beliefs of an of the elements which 
go to make up its business. 
Peter Linkow (1989) suggests that there are seven core values and basic beliefs which 
comprise a quality culture. These he lists as : - 
1) Customer focus. Quality is in the eyes of each individual customer. The requirements of 
the final external customer can only be met when the requirements of aH internal customers 
are met. 
2) Employee focus. An organisation can serve its customers only as weH as it serves its 
own employees. The organisation is committed to recruiting, developing, and supporting a 
highly motivated, world class work force. 
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3) Teamwork. Collective wisdom is virtually always superior to individual wisdom. The 
team and the individual are recognised and rewarded equally. 
4) Safety. The organisation focuses on safety in everything it does, for all its employees, tile 
communities in which it ig located, and the people who use its products and services. 
5) Candour. Each employee should speak the truth. Quality cannot be achieved when 
employees fear retribution for their candour. 
6) Total involvement. Quality is not merely the responsibility of the quality assurance 
organisation but everyone. All employees at every level of the organisation must take 
personal responsibility for quality. Each employee is empowered to take a strong role in 
identifying and solving problems. The employees closest to the problem or process are best 
suited to improve it. 
7) Process focus. The organisation emphasises the continuous improvement of all its work 
processes. The focus is on prevention rather than fire fighting, fixing, and damage control. 
The distinction between quality and total quality has been made by Ron Collard (1993) 
when he defines quality as, "The quality of a product or service when measured by the 
extent to which it satisfies the customer", and total quality which he defines as, "The 
culture of an organisation where continuous improvement is integrated into all activities". 
He ftirther states that, "A total quality culture is to do with changing attitudes, values, 
beliefs and ways of doing things, and with prevailing employer / employee felationships 
within an organisation". 
As can be seen from the foregoing a quality culture requires an emphasis on beliefs and 
values by aU parties within any organisation. A company can, within its quality policy, 
espouse that, "Quality is the watchword in everything that we do", or as in BT's case, 
"Meeting the customer's (agreed) requirements at lowest cost first time every time". 
However if within the existing culture and subcultures of the organisation there are core 
values which contradict the espoused values then it would be wrong, it is argued, to say 
that that organisation had a quality culture since such a culture can only be sustained with 
the cognisance of the members and that cognisance can only come from a feeling of shared 
core values. 
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3.5 Total Qualijy Management aQm) and its Implementation, Integration, & 
Maintenance 
TELL me and I will forget; 
SHOW me and I will remember; 
INVOLVE me and I will understand. 
Ancient Chinese Proverb 
Total Quality Management (TQM) has been described by Bounds, et al. (1994) as, "A 
people-focused management system that aims at continual increase in customer satisfaction 
at continual lower real cost. Total Quality (TQ) is a total system approach (not a separate 
area or programme) and an integral part of high level strategy. It 
works horizontally across functions and departments, involving all employees, top to 
bottom, and extends backward and forward to include the supply chain and the customer 
chain". 
Thus one of the primary rules of TQM evolved rather than being prescribed - TQM must 
be company wide in order to succeed and must involve everybody within the organisation 
being not just the specific responsibility of any individual or group of individuals. The 
understanding of the quality values, the basis of any culture, which each of the constituents 
of a TQM culture, i. e. management / organisation / stakeholders, staff, and customers 
suppliers, have takes on added importance. 
It is generally agreed that the TQM implementation programmes which have been shown 
to be the most successful are those which have a "best fit" strategies which take cognisance 
of the environment in which the organisation implementing the process operates. It follows 
therefore that there is no one model which can be used to bring about a TQM culture but 
rather a combination of aspects drawn from models which have been proven to be 
workable and to achieve the desired improvement in terms of the organisatioifs present 
status. 
A study of the current literature and models has shown that there are 6 of the basic 
principles of TQM which must be included when planning the implementation of TQM o& 
top management comn-dtment, attitude change by all organisational stakeholders, 
continuous improvement, empowered supervision both of the individual and of the team, 
extensive and continuous training, recognition of performance. 
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In addition to the basic implementation requirements listed above Holmes, (1992), has 
identified another 4 elements within models which are considered by most academics as 
essential to the process of- 
1) Top management driveý - requiring ownership of the implementation programme not just 
commitment to the principles of total quality. 
2) Teamwork - using multifunctional teams. 
3) Techniques - SPC, QA, Total Quality Control, Quality Measurement Systems, etc. 
4) Systems - BSI, BPM, etc. 
These he states interact with every process within an organisation each of which has inputs 
and outputs, suppliers and customers. The interaction is aimed at continually improving the 
potential and the actual level of performance in meeting or exceeding customees 
requirements. 
Oakland (1994) sees the conjunction of TQM implementation and integration as requiring 
management to concentrate on "process alignment" for by so doing they will overcome any 
resistance to change by recognising that, "People's roles and responsibilities must be related 
to the processes in which they work". Oakland's implementation and integration model, and 
those of others who have used it as a basis for their "own" models to bring about "process 
alignment" within the principles of TQM, consists of a series of 7 distinct and overlapping 
steps. The order of the steps is important because some of the activities will be 
inappropriate if started too early. 
Naveh et a]. (1998) in their paper on developing a TQM implementation model point out 
that to successfully implement a quality improvement programme organisations; need more 
knowledge than academia has to offer at the present time. They highlight two major regions 
to back up their reasoning for this failure. Firstly that action plans are mostly proposed for 
the team level with individual and organisational. efforts treated only as partially necessary 
and complementary. Secondly that there are too few suggestions on how to quantify the 
cultural characteristics of an organisation. 
Within the context of the hypothesis being tested the second of Naveh et als'. (1998) 
conclusions will be addressed by examining the values underpinning the culture of the 
service being exan-dried. The answer to their first rationale lies as stated with the academia 
who should, it is argued, lay more emphasis upon implementation across the whole 
organisation and upon management to stop taking the soft option of addressing problem 
solving only through teams. These, it is argued, are more easily controlled and measured 
and management should be encouraged to take a more holistic view which, by implication, 
requires them to take a more hands on approach. Such a strategic decision require 
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managers to fully understand the implications of a TQM culture and its requirement to 
constantly re-appraise the organisatioifs mission, vision, and value system in terms of the 
changes going on both within and out with the organisation. 
In order to overcome what they saw as a lack of workable models Naveh et al. (1998) 
produced their own model designed for implementation at the three levels of organisation, 
teams, and individuals. This they claim produced a quality culture within an Israeli 
armaments organisation within a time span of 16 months as measured by improvements of a 
20% decrease in non-quality costs, inventory costs decreased by 11%, and an accident rate 
decrease of 62%. There was also an increase in the measures of cultural satisfaction 
showing as a direct correlation between performance measures and values and attitudes 
measures. 
The process of implementation should never be understated nor underestimated indeed it 
has been shown that it effects the likelihood of long-term success, Port and Smith (1992); 
Reger et al. (1994). A major d4culty for those involved in planning the implementation 
programme arises when they grasp the fiffl implications of the undertaking in moving from 
the conventional management models to TQM. 
3.5.1 Performance Measurement 
It is generally recognised that a well balanced measurement system is in place before 
starting out on any implementation programme. This should take cognisance of both the 
hard "s" elements of strategy, structure, and systems which are often seen as the core 
components to "running a business" and the more difficult to manage due to their more 
non-tangible influence soft "s" elements of symbols, staff (people), skills, style 
(management and leadership), and encompassing all of the soft "s" elements shared values. 
Luther (1992-93) argues that as quality becomes integrated with the ongoing day-to-day 
business operations, a well designed and well-run assessment effort becomes a key part of 
achieving world-class quality. He further states that the lack of attention to the 
development and deployment of an appropriate measurement system, in a significant 
number of cases, has hampered the successful implementation of TQM. The salient point 
from this argument is the appropriateness of the measurement system. 
The importance of relevant measurement within the context of quality initiatives cannot be 
overemphasised for without it strategic issues concerning the organisations mission, vision, 
and values cannot be taken. However within these measurement systems it is imperative 
that the importance of non-financial aspects of performance (people, processes, customers, 
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and suppliers) and their impact upon progressing improvement, are understood and 
exploited, Ghobadian et al. (1998). Performance measures which include "sofl" elements 
and therefore the appraisal of value systems are a key enabler or disabler in the 
implementation and mainfenance of a quality culture. 
3.5.2 The Vital Few and the Useful Many (the 80: 20 Rule) 
This distinction between likely projects to be examined to improve an organisation's quality 
was introduced by Juran (195 1) as a way of differentiating the most serious and significant 
problems which would provide considerable breakthroughs to new higher levels of 
performance from those less significant everyday opportunities for improvement. More 
commonly the vital few and the useful many concept is described as the 80 : 20 rule, e. g. 
80% of production failures are caused by 20% of production process'. 
The "vital few" he identified as: 
1) Those which were based on their significant failure costs. 
2) Those which had a high impact upon customees satisfaction which by implication 
impacted upon their value system. 
3) Those which inhibit other significant plans or projects. 
4) Those which contribute to the organisation achieving its vision for the future and 
therefore the organisation's and all of its stakeholdeesvalue systems. 
The "vital few" are likely to need sustained focus on the part of management but they will 
bring about the biggest gains. The "useful many" on the other hand will bring about 
significant improvements due to their sheer number particularly in the initial stages of a 
programme. They are however more difficult to sustain and for this reason also require 
management's focus and careffil implementation as any dilution of these projects will result 
in disillusionment of those involved leading to a reduction in commitment to the overall 
prograrnme. 
Whilst the "vital few and useful many" may appear to refer only to improvement projects 
there is an argument that the "vital few and useful many " findings can also be applied to 
the cultural values of an organisation. The "vital few" referring to the core values within a 
culture and the "useful many" to the peripheral values. Sustained focus by management 
upon the "vital few" organisational core values will ensure the shared value element of 
TQM and its subsequent benefits. Changes in the "useful many" peripheral values within 
a system will, as with the project implementation programmes, bring about early changes to 
behavioural. patterns and working practices. However such changes have been shown to fail 
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to bring about any longer term changes to cultural beliefs and practices without substantial 
continuous management involvement until such beliefs become the taken for granted shared 
values of everyone within the organisation. 
3.5.3 Inteeration 
The evidence suggests that TQM's implementation processes influence the likelihood of its 
ultimate success, Port and Smith (1992); Reger et al. (1994). A number of studies have 
highlighted the danger of treating quality and TQM as an additional rather than a core 
activity, Van Donk and Sanders (1995); Walsh (1995); Butz (1995). The importance of 
integration is also recognised by business excellence models across the world. For example, 
the extent to which an organisation has integrated quality into its business thinking, its 
business plan and business strategy is among the elements exan-dned by EQA and Baldridge 
Award assessors, Ghobadian and Woo (1996). The desired influence is one of the 
evolutionary cascading of the long term strategic plan from corporate level through the 
shorter term divisional and business units to eventually involve the individual having 
personal performance plans, targets, and goals which allgn to the organisatiods overall 
objectives. Thus the TQM obJective of involvement at every level of the organisation can 
be seen. 
From the foregoing it can be seen that TQM integration across all of the company becomes 
the rule for TQM implementation and that it will make a lasting change only if it is 
ingrained in the culture and therefore the values of the everyday activities of the company. 
Garvin (199 1) defines integration in terms of TQM as "the degree of alignment or harmony 
in an organisation - whether different departments and levels speak the same language and 
are tuned to the same wavelength". Whilst the British Quality Foundation (BQF) state that 
integration is concerned with how far an approach forms part of the normal operations of 
the business, as distinct from being part of an initiative or source activity managed by 
functional departments such as Quality, Human Resources, Marketing, or Operations. A 
fuller definition of integration in overall quality terms has been given by Ghobadian et al. 
(1998) as; 
"Tbe degree of horizontal and vertical alignment and linkages between quality and normal 
business processes that bear on an organisations ability to deliver customer satisfaction and 
longevity of strong business performance". 
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3.5.4 Maintenance 
The experiences of those who have successfully implemented and maintained a quality 
culture are summarised as containing; 
a) Continue to live and re-examine the organisatiorf s values. As Atkinson (1997) points 
out, "People are Boss Watchers. They recognise that deeds and actions of their managers 
reflect their degree of cornmitment to change". 
b) Continue to cornmunicate, using the right medium and the right level of awareness, the 
need for continuous improvement. 
c) Do not become complacent. Quality is a dynamic which requires 100% awareness of 
stakeholder's value systems. 
d) Cost of quality targets and other quality improvement goals should be incorporated in 
the objectives of all of the management tearn. Such an action will ensure the correct level of 
management commitment. 
e) Seek improvements from all quarters by taking a holistic approach to the organisatiorfs 
processes. Use the paradigm advocated by Berry (198 1), of internal customer satisfaction 
influencing external results when he stated that, "If the organisation wishes fully to meet the 
expectations of external customers, this can only be achieved by designing internal products 
which satisfy the needs of the internal customers". 
3.5.5 TQM - What on Earth is "it"92- 
Ghobadian et al., (1998), analysed the TQM literature classifying the main ideas gleaned 
from all of the available literature into three broad headings; 
1) Underlying values. 
2) Organisation orientation. which they further divided into three categories of; 
a) Management style and behaviour. 
b) Organisation structure. 
c) Working methods. 
3) Tools and techniques. 
Based upon their analysis Ghobadian et al., (1998), have defined TQM thus; 
"TQM is a structured attempt to refocus the organisatiorfs behaviour, planning and work 
practices toward a culture which is employee driven, problem solving, customer oriented, 
open and fear-free. Furthermore, the organisatiods business practices are based on seeking 
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continuous improvement, devolution of decision making, removal of functional barriers, 
eradication of sources of error, and fact based decision making". 
Atkinson (1997) is among the first of the authors to address TQM in terms of the service 
which organisations provide when he states, "Total culture is a strategic approach to 
producing the best service we can - through constant innovation. It is a recognition of the 
importance of concentrating on the service you provide as a business. Total Quality 
Management is a refocusing upon service to the customer being tantamount to success and 
improvement as a business. If you dodt like pleasing the customer with right first time 
business, get out and do something else". This approach may seem only as having its roots 
in service industries however as Atkinson points out a manufacturing company may 
produce zero defects products but may be let down by other internal factors, e. g. poor 
customer communications, late delivery, poor accounting procedures, etc. Quality must be 
company wide and the use of customer focus as a "shared value" issue can be the driving 
force to bring this about. 
3.5.6 How does TQM relate other Management Practices 
Koontz (1961) classified various management models which were currently in vogue at 
that time into two different schools of managerial thought as; 
a) the scientific / system-oriented school of management 
b) the human behaviour / social school of management 
In the era, i. e. during the past century, when technology and systems were seen as the 
answer to all management problems on how to get the best productivity from the areas 
which they managed the scientific school dominated. The main proponents of the scientific 
school were Taylor, Fayol, Urwick and Gulick. Broadly the characteristics of the scientific 
school of thought are; 
a) The main managerial tasks are considered to be the design of working methods and 
system, control of a workforce, design and implementation of work measurement systems, 
and the design of financial incentives to motivate the workforce. The emphasis is on the 
systems rather than on people. It is assumed that people will fit into the system. Workers 
are considered to be inherently lazy with money being the primary motivator, McGregor 
Theory X (1960). No recognition is given to the basic human needs as theorised by 
Maslow (1943), of recognition, self-fulfilment, etc. 
b) The guiding principle of organisation design is specialisation. Tasks are standardised 
and people are fitted onto tasks. This results in tall organisations with many layers of 
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management and operatives. Such a Bureaucratic system was first advocated by Max. 
Weber (1900's or 1947 translation). 
c) Activities are organised around sales or tasks. Job description is used to define the 
content of the job, rules, dnd procedures by which it should be carried out. The focus is on 
input rather than on the desired output. Job responsibilities are left undefined. 
d) Actions and decisions are based on a predetermined set of rules. Deviations from these 
rules result in sanctions against the individual. There is little scope for individual initiative. 
e) The organisational structure necessary to support the principles of scientific 
management is inevitably highly systernatised and hierarchical. The organisation is run by 
systems rules and numbers. Such organisations are often inflexible and do not have the 
capacity to improve continuously. 
f) Management is perceived as a unitary process irrespective of the nature of the 
organisation or the level of management. 
Such a school of management thought, often termed the hard system of management, with 
its reliance upon statistics, measurement, and management control can be seen to fit with 
the traditional efficient inputs model. This leads to comfort zone management being reliant 
upon "them up there" to fix problems and having little or no cognisance of the expectations 
or values held by their staff or customers. 
Prior to the 1980's in Western industrialised nations the only other model which could be 
seen as acting upon management thinking was the behaviour / social systent The social 
system being concerned with social relations and human relations being concerned with the 
individual. Since both models deal with the human aspect the differences between them are 
outweighed by their similarities and are therefore generally treated as one model. The main 
proponents of the human behaviour / social system approach to management were 
Barnard, Mayo, Follett, Hawthorne, Bums and Stalker, and Woodward. Broadly the 
characteristics of the behaviour / social school of thought are; 
a) Within the management task it is considered essential to involve a process of personal 
persuasive leadership. Coercion in this method is replaced by co-operation. 
b) The organisation is viewed as a system of cultural interrelationships. The organisation is 
run by people and not by systems for people, McGregor Theory Y (1960). 
c) It is considered essential that in designing the structure of the organisation, its operations 
and systems, human emotions are taken into account. 
d) Management is deemed to be responsible for the convergence of the goals and 
aspirations of the organisation with those of the individual. The goals of the organisation 
should be clearly defined to all of the staff. Management is responsible for creating 
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processes which facilitate the establishment of common purpose within the organisation and 
then use persuasive means to achieve their attainment. 
From the foregoing it can be seen that values play a very important role in what has been 
deemed by some as a soft system approach to management. 
Drucker (1974) stated that, "Business management must always, in every decision and 
action, put economic performance first. It can justify its existence and its authority only by 
the economic results it produces. A business or a management has failed if it fails to 
produce economic results". 
Drucker's statement with its emphasis on the financial necessities of business is completely 
in fine with the desired outcomes of the TQM model and theories. However in the TQM 
model the ways of achieving these desires is the convergence between all of the 
stakeholders within the company of their aspirations and expectations and not as is the case 
of the bureaucratic model where the company thinks it knows what is best for all of the 
stakeholders concerned. The argument in favour of the importance of the need to 
understand and continue to monitor the values appertaining to the company's interests can 
be seen when implementing or re-engineering any TQM programme since, as previously 
stated, the foundation of any TQM programme is the congruence of stakeholder's 
aspirations and expectations. As has been shown elsewhere in this thesis in a break-back of 
aspirations and expectations values act as the antecedents to both of these elements of such 
a programme. Whilst there are implied references to the congruence of values within the 
current literature on values within TQM particularly with reference to "customer focus" 
and "staff commitment" little research would appear to have been carried out in the field of 
congruence of the values of all three elements of management / organisation, staff, and 
customers within service industries which is the subject of this research. 
3.5.7 The Benefits of TQM 
Before an organisation embarks on the road to quality through TQM it must carefully 
consider the benefits which it expects to gain from the subsequent changes to its culture. 
The driving force which necessitates such a shift in thinking is almost always brought about 
by external forces wMch can be categorised as; 
a) the defence of the company's existing position witlin the markets in which it operates. 
b) the need for change to enable the company to diversify into new markets. 
c) the need to improve the company's competitive ability to facilitate a gain in competitive 
advantage. 
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To accommodate these requirements TQM is seen by many companies as a defensive, 
offensive, and change strategy, Schonberger (1992). Belohlav (1993) argues that quality 
directly influences a company's competitive position, thereby constraining the set of 
strategies available to the 7company and thus its competitive viability. Given the benefits 
identified and generally agreed as those which can be expected to accrue from the 
introduction of a TQM programme it is not difficult to see why the TQM philosophy is 
considered the correct approach in addressing such diverse objectives as the foregoing. The 
benefits identified in terms of the company have been shown to be: 
a) Improved efficiency by driving out waste from the system. Improving the operating 
procedures in line with values expounded by TQM and using its suggested tools not only to 
drive out unnecessary costs, but also to reduce time to market and delivery reliability. 
b) Increased revenue through the provision of more effective products and services. A 
focus on customer needs improves customer satisfaction, while focus on organisational 
effectiveness and culture improves the image of the organisation. These two combined help 
the organisation to increase its revenue. 
c) Increased overall competitiveness through improved process efficiency and 
organisational effectiveness. 
d) Provides focus for the introduction of wide-ranging cultural, organisational, and 
procedural change. 
There have also been identifiable benefits to the staff in terms of: 
a) A narrowing of the gap between the individual's and organisational goals largely driven 
by the perception of a better understanding and thus a respect for the values which both 
have. 
b) Boosted employeee confidence by making them feel valued by the organisation thus 
enhancing their self-esteem, self-worth values described by Rokeach (1969), Table 2.1. 
c) Making employees more customer focused thus enhancing the gregarious nature of their 
value systems. 
d) Making employees more involved in the affairs of the organisation enhancing the family 
security values described by Rokeach (1969), Table 2.1 refers. 
Ghobadian et al (1998) further classified the perceived benefits of TQM into internal 
benefits in terms of improved finance, operations, and management, and external benefits in 
terms of economics, customers, and suppliers. 
Buzzell and Gale (1987) have also shown that companies with superior market perceived 
quality achieve: price premiums; increased market share; higher cash flows; and greater 
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shareholder value, while direct costs were, on average, no higher than those of their lower 
quality competitors. 
3.5.8 The Professional's Experience of the TQM Philosophy 
Research into the barriers to TQM has been undertaken by a variety of quality academics 
which whilst complementing the research carried out by psychologists, behaviourists, and 
human resource experts into change and how it effects people has found particular facets of 
quality change management which requires attention on the part of any organisation 
undertaking the implementation of TQM. Their research findings provide additional 
information to assist in overcoming what may seem on the face of it to be local difficulties 
but which have in fact been dealt with by other organisations. 
The Americans Tamini and Sebastianelli (1998) have found, using empirical measurement 
and interview techniques carried out on a sample of 188 quality professionals, that their 
number one barrier was related to the "ME or SELF" values of the individual. The 
resultant responses bear out the research findings of psychologists and human behaviourists 
such as Maslow (1943), Rokeach (1973), and O'Reilly et al. (199 1). 
3.5.9 Management Practices 
This section of the thesis highlights most of the common management failings found in the 
implementation and maintenance of a TQM programme. 
3.5.9.1 Over Enthusiasm 
"When you are eating the elephant take one bite at a time", General Creighton W Abrams. 
One of the major stumbling blocks of TQM being for everyone within the organisation and 
should involve everyone is that organisations do not take sufficient cognisance of the 
above sentiment when first adopting TQM principles. Whilst it is true that aH members of 
the organisation should be involved in the drive for quality it does not mean that they all 
have to be involved simultaneously from the outset. Getting everyone involved in TQM 
projects at the same time is often seen as the way to win people over to the ideas and as a 
means of gaining their commitment. Unfortunately such an approach often leads to 
disillusionment due to the lack of planning, co-ordination, infrastructure to support the 
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projects, and the need to demonstrate results from the abundance of smaller projects too 
much attention having been focused upon the "useful many" as opposed to the "vital few". 
3.5.9.2 Lack of Commitment 
Research has shown that lack of commitment on the part of senior managers manifests 
itself in the following ways: 
1) Senior managers do not commit enough time to learn and understand the full 
implications of the TQM plfflosophies for their organisation and the benefits to be gained 
thereof 
2) Senior managers commit the organisation to the TQM process but neglect to include 
themselves in the process. 
3) Senior managers isolate themselves in their offices and by so doing fail to appreciate the 
efforts and integration problems being experienced by the others within the organisation. A 
failure described by Peters and Waterman (1982) as "failing to walk the job". 
4) Having acquired a knowledge of TQM principles senior managers often expect their 
staff to be similarly conversant with implementing processes which to the staff seem to have 
no bearing on the organisatioifs value system and leading to confusion and fear of the way 
the organisation is going in relation to their own value system. 
In addition to the foregoing Whitely (199 1) stressed the point that senior managers need to 
have values which engender both patients and persistence stating that, "There is a dogged 
persistence about quality leaders. What is important is when discouragement starts to set in, 
as it tends to do, then the leader must keep things moving in a positive direction. In the 
absence of results this means sticking to the process, keeping quality improvement high on 
the agenda, and sparing no energy to hammer it through. Complementing persistence is 
patience. Leaders are able to create an environment where people can try and fail; attempts 
as weU as failures are celebrated because both represent a tremendous opportunity to 
improve". 
3.5.9.3 Inappropriate Measurement of Qualfty Performance 
Management in the past have used control systems which include measures as efficiencies 
and financially based measures to evaluate the standards which their organisation was 
achieving and upon which to base strategic decisions. Whflst these measures are in 
themselves essential to good management they tend to be time constrained often only 
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producing data on a weekly, quarterly, or annual basis. Such a measurement system of 
control is always based in the past and attempting a cure scenario rather than a prevention 
approach. By the very nature of their inflexibility these measurement systems cannot easily 
be linked to value-added activities and are therefore not much use as tools which enable 
complete process control. 
Such measures are seen to be "owned" at a management level restricting the TQM 
requirement of empowerment and involvement of staff in decision making within the realms 
of their own competencies. Nor do they include improvement measures which provide 
feedback to all areas of business operations which will allow people to monitor how well 
they are doing. This leads to disillusionment with quality initiatives and the subsequent 
reduction in the levels of trust between staff and management. As previously stated TQM 
and all other quality initiatives then become seen as being the province of management. 
Whflst market share and the number of customer complaints are measures indicative of an 
organisatioWs standing customer involvement by measuring their expectations and their 
degree of satisfaction are largely ignored when making strategic decisions. Since the TQM 
requirement is one of setting standards, customer focus, and working to improve upon 
these there follows an argument that only by involving customers in jointly setting these 
standards and measuring how they perceive any improvement in them can the organisation 
be seen as driving quality. Such an approach requires an understanding by all parties of the 
core values which drive the organisation. 
It follows from all of the foregoing that there exists the risk of a major pitfall within any 
organisation when evaluating the content of its control systems if it chooses to use only 
financially based measures. Knowing what to measure, (a combination of both "hard" and 
"soft" measures), where to measure, (within the values system of all of the stakeholders), 
how to measure, (using SPC and other quality techniques), and what evaluation to place 
upon these measured outcomes becomes the driving force necessary to achieve the desired 
levels of quality and results. 
3.5.9.4 lporing the Subcultures and their Value Systems 
As has been referred to elsewhere within this thesis within any organisation's culture there 
will exist subcultures with their own value systems whose core values should allgn with 
those of the organisation but whose peripheral values may at first exan-driation be somewhat 
removed from those of the ma ority of the organisations'. Such subcultures can seem to j 
management as an obstruction to progress whose presence within the organisation should 
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not be tolerated. Such intolerance by managers ignoring the value system which sustains 
the subculture can be, and often is, detrimental to the organisation providing that the 
subculture's core values do not run counter to those of the organisation. The strength of 
subcultures is that they make managers reassess the organisation! s values, oficn 
subconsciously, thus ensuring that the organisation does not coHapse inwardly by becoming 
over complacent to the need to examine its principles, structure, and its modus operandi. 
Those who ignore the presence of subcultures and the roles which they play in the overall 
culture of the organisation risk alienating the members of the subculture and creating an 
atmosphere in which the requirement for shared values can prove to be difficult. 
3.6 Summary of Chapter 
As stated in the aims and objectives of page 3 of this thesis an understanding of the 
Quality Values, quality being seen as a factor within a value system, is a research 
requirement. A review of the literature on this aspect of Quality was therefore carried out 
and is reported in this chapter. 
The challenge of defining quality in terrns of people's understanding of the concept in 
terms of the concept of Quality and Quality Management within an organisation and the 
value systems which sustain it is discussed in fine with the overall aim of identifying the 
quality values which are held by the organisation's stakeholders. The concept of Quality 
Chains highlighting ftu-ther the needs for a shared value system and internal and external 
customer satisfaction is discussed within an organisation in line with the congruence of 
Values issues in objectives 1,4, and 5 of the thesis. 
The role of Quality as part of the organisation's Culture has led to researchers to fist the 
core values deemed necessary within a Total Quality Culture. A review of this culture has 
shown the need for the management of these core values. This has led to the management 
system of Total Quality Management (TQM). Elements of the system and the Values 
which support this are discussed. Within the system performance measurement and the 
systems which support it highlight the need to include the soft measures of shared values 
within the concept of continuous improvement, as desired within the Best Value concept 
discussed later in the thesis, one of the main elements of the TQM philosophy. 
The aim of TQM is as a nornialised management system integrated and maintained within 
best business practice. This is discussed in terms of the role of shared values not only up 
and down the organisation but also across structural boundaries aligning with an 
Pagc 58 
understanding of the need for the identification of value systems in objectives I-5 of the 
thesis aims. 
The role of management statistical systems which take no cognisance of the expectations 
or the values held by staff or customers is highlighted. The aim of achieving the benefits of 
a TQM culture through the change in management style to one of social and human 
relations is discussed to align with the importance values issues of objective 3 of the aims of 
the thesis. Whilst adopting the TQM approach to management and the use of its principles 
to achieve its benefits may seem to be the panacea for all management's ills various failures 
in bringing about the expected benefits of TQM adoption are discussed. These can largely 
be seen as a lack of understanding on everyone's part within the organisation of the need to 
understand and agree with the value system adopted by the organisation. 
From the foregoing it can be seen that the concept of Quality plays a major role in identify- 
ing stakeholder Values. A review and definition of Quality was therefore justified to comply 
with the overall objectives the research aims. 
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Chapter 4 
Service 
4.0 Introduction 
The role of the service sector within industry and the values, values systems, and 
expectations which support and maintain the elements of a quality culture within this sector 
are discussed in this section of the thesis. 
As has been discussed within the previous chapters of this thesis the role which values and 
value systems play within a quality environment will, on occasion be self evident. Where 
this is not the case it is intended that the review of the literature and arguments will show 
how the values influence organisations' and individuals' behaviour towards a service 
environment in which both the customer and quality are the main cultural focus. 
4.1 Service & Services Definition 
The act of providing a service does, by dictionary definition, divide the parties involved 
within a service transaction into two states, that of being master or mistress and that of 
servant. However such a definition would not, in today's social climate, be acceptable to 
those employed within the service sector of industry. They more probably see themselves 
as providing customer and job satisfaction through an equal partnership of supplier and 
client. 
A better understanding of service can perhaps be more readily achieved using the 
definition of service as being, "A change process which changes a person to some degree 
no matter how small", e. g. the transfer of knowledge from one person to another thus 
increasing the knowledge of one and enhancing the satisfaction values of the other. 
Successive attempts to define service in terms of an all embracing coverage by using lists of 
different services and service industries have proved to be flawed since society changes and 
the lists become outdated due to these changes. Within any definition of a service there 
also tends to be an tangible element which precludes the definition from being described as 
"pure" service as services are distinguished from products by their attribution of 
intangibility. 
There is however general agreement within the UK that for the purposes of national 
statistical analysis service industries are those industries included in sections 6 to 9 of the 
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Standard Industries Classification (SIC). Contained within this classification are such 
diverse industries as tourism, financial services, retail business, healthcare, education, 
catering and communications; a common feature being that they treat people or provide 
goods and services for thein. 
Gronroos (1983) has, it could be argued, overcome the known problems of defining 
service by recognising that any definition will be flawed but stating that for the purposes of 
his researches in the field of service marketing the following be taken as a working 
definition, "Services are the objects of transaction offered by firms and institutions that 
generally offer services or that consider themselves service organisations". Such a 
definition he points out allows any organisation that classifies its operations as service 
operations or its transactions as service transactions to analyse and develop its management 
skills within a service orientated framework with all of the customer / supplier implications 
that such an organisational ethos entails. 
The research being undertaken within the terms of the hypothesis is focused upon the 
service industries and in particular within the university education sector which by the 
Standard Industries Classification (SIC) resides within the service sector of industry. That 
being the case the definition as stated by Gronroos would seem to adequately describe 
services in terms of university education and will be adopted by the author as a working 
definition for the purposes of this research. 
4.2 Service Attributes 
"The main reason to devote specific attention to quality of services is the acceptance that 
services are, as to intrinsic elements, different from goods", (Tettro and Viehofý 1987; 
Lovelock, 1988). 
Academia has debated the differing ways in which distinctions can be drawn between 
"products" and "services". There are however four recognisable distinctions which have 
been universally agreed as those which can be condensed from aU of the numerous lists of 
service attributes to distinguish "services" from "products" namely: 
1) Intangibility - is the prime defining characteristic of services. 
2) Simultaneous production and consumption or perishability - refers to the idea that 
services are typically produced and consumed in a single moment or "real the". 
3) Customer participation - often during service transactions are present and play a major 
role in completing the process. 
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4) The heterogeneity or diversity - of the attributes of any service are the antecedents of 
both the explicit and the implicit elements of the service which are reliant upon the 
individual's preferences and perceptions. 
In agreeing these distinctions recognition has been given to the fact that most services 
have an accompanying product and most products have an element of service attached to 
them. However for the purposes of research the four distinguishing criteria as stated serve 
as the attribute definitions of "services". 
4.3 Service Design 
"Designing quality into service requires melding the precision of the engineer, the holistic 
view of the architect, and the customer mindedness of the marketeer. We need to be more 
rigorous, more detail-orientated, and more comprehensive in the design of services". 
Indeed, to truly design quality into a service, one needs not only to understand the 
customer, both internal and external, but one needs also to understand the service". 
Zeithaml, Parasuraman, and Berry (1990). 
Despite the work of academics such as Zeithaml, Parasuraman, and Berry (1990) the 
observations by Gummesson (1989b) that, "We have yet to hear of service designers", can 
still be seen in part as indicative of the present service design situation. There appear to be 
"grey areas" with regard to the design elements of planning, introduction, and the 
questioning of the relevance and flexibility of a service, all of which require, it is argued, an 
examination of the values being brought to bear within new and existing services. As 
Gronroos, (1990), points out, "If a service is not well designed, quality problems follow". 
To accommodate what he sees as a well designed service Gronroos (ibid. ) has identified 
the following six determinants of; 1) Professionalism and Skills, 2) Attitudes and 
Behaviour, 3) Accessibility and Flexibility, 4) Reliability and Trustworthiness, 5) Recovery, 
6) Reputation and Credibility. 
Perhaps it is the sheer complexity of the construct of service and its design which 
precludes there being to date no definitive widely accepted definition of the function. 
Mahesh and Stanworth (2000) have stated after reviewing the literature in the field of 
service design that they have found that the following list of nine recurring themes appear 
to form important aspects of the design process; 
1) Adoption of a loose-tight approach - being sufficiently prescriptive and yet flexible at 
the same time. 
2) Creating and making explicit the potential for win-win events. 
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3) Design from the perspective of customers - both at the technical and functional quality 
levels, Gronroos (1990). 
4) Managing the service evidence, Shostack (1984). 
5) Using customers as a product resource. 
6) Developing a solution system - not focusing on isolated events, Vandermerwe (1990). 
7) Managing the internal customer. 
8) Maintain a focus on efficiency and enabling control of the elements that ensure 
reliability. 
9) Creating a feedback and correction loop - staying close to the customer and facilitating 
appropriate recovery. 
Gummesson (1994) has stated that, "One of the most challenging aspects of design is that 
of adopting a loose-tight approach. ", thus the flexibility of the loose-tight approach would 
seem to be the number one priority within service design. 
All of the foregoing themes requires the designer to account for all of the individual 
attribute distinctions of the required design. This entails the recognition of three elements 
and four basic characteristics common to the provision of all services. These are described 
as; 
Elements 
a) the physical elements or facilitating goods - the tangibles. 
b) the explicit service or sensual values - the agreed levels of service. 
c) the implicit service or psychological benefits - the self esteem and "me" factors. 
Characteristics 
a) It must be objective not subjective. 
b) It must be precise not vague. 
c) It must be fact driven not opinion driven. 
d) It must be methodical not philosophical. 
To accommodate the elements, characteristics, and recurring themes within a design 
Oakland (1997), has produced the following list of 6 attributes which he states must be 
considered when designing a service; 
1) Labour intensity - the ratio of labour costs incurred to the value of plant and equipment 
used (people versus equipment-based services). 
2) Contact - the proportion of time required to provide the service for which the consumer 
is present in the system. 
3) Interaction - the extent to which the consumer actively intervenes in the service process 
to change the content of the service; this includes customer participation to provide 
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information from which needs can be assessed, and customer feedback from which 
satisfaction levels can be inferred. 
4) Custornisation - which includes choice (providing one or more selections from a range 
of options, which can be single or fixed) and adaptation (the interaction process in which 
the requirement is decided, designed and delivered to match the need). 
5) Nature of the service act - either tangible, i. e. perceptible to the touch and can be 
owned, or intangible, i. e. insubstantial. . 
6) Recipient of service - either people or things. 
The accommodation of all of the foregoing recurring themes has been proven to be 
fraught with difficulties. The most recent tool to be added to the battery of service design 
is that of comPuter-based dynamic simulation using packages which include visual 
interaction components (VIS). These programmes have been shown to be extremely 
effective in approaching the mechanistic step by step aspects of service provision such as 
back office support functions, customer queuing functions, and scheduling of opening 
times and staffing levels, (Van Ackere and Ninios 1993; Livny et al. 1993; Proctor 1994; 
Martinet al. 1992). 
4.4 Service Culture 
"Climate and culture are crucial in service organisations, since there is so much variability 
in jobs that require interactions with customers. If service employees are to provide a 
quality experience for their customers, then the organisation must first create the right 
climate and culture to shape employee behaviour" - Benjan-dn Schneider (1986). 
If one accepts that the foregoing statement is a truism then there follows an argument that 
if an organisation wishes to shape its employee's behavioural patterns it must first fully 
understand the markets in which it operates. To do this it must have an understanding of 
the expectations of its customers and adapt the organisation's structure and values to meet 
these expectations. It must also employ staff who's behavioural patterns can be changed 
from a production line approach to a free thinker who has been empowered to understand, 
control, and improve the services within their jurisdiction in the organisation. 
To attempt to meet customers' and staffs' hopes, aspirations, and expectations the 
organisation! s management must create what Schneider calls, "a culture of service". This 
"culture of service" should embody a culture which has more recently been defined by 
Gronroos, (1993) as, "A culture where an appreciation for good service exists, and where 
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giving good service to internal as well as ultimately external customers is considered a 
natural way of life and one of the most important norms by everyone". 
Fiddle (1986) points out, "Customer satisfaction demands that service delivery systems be 
modified to fit the key valties of the culture". The important element of this statement and 
of that of the hypothesis being tested is that organisational culture, and therefore its value 
system, matches that of its customers both external and internal. 
Unfortunately for organisations the composition of markets, and the players within them, 
are constantly changing in the dynamic situation which permeates today's society and 
organisations must therefore plan strategies which allow them to be flexible enough to 
rapidly adapt to changes in customer culture and values. There is therefore a need for 
organisations to find some magic formula which allows them to bring about changes 
quickly and to have strategies in place which will ensure the long term consolidation of 
these changes as a survival issue. As the basis for such a formula it is argued that 
organisations must acquire an understanding of the core values within the systems of each 
of its stakeholders and should equate these to the organisation's own systems. Since the 
core values held within a culture, as previously discussed in this research, are the most 
difficult components to change, it follows that by having such an understanding and 
aligning the organisatioifs systems to these that the organisation should be able to readily 
adapt to changing markets and therefore have a greater chance of survival. There is 
evidence to show that organisations which retain a strong culture of flexibility within their 
value systems do survive longer than those which display an intransigence to change. 
4.5 Service Oual tv 
"Service quafity is a measure of how well the service level delivered matches customer 
expectations on a consistent basis". Lewis and Booms, 1983. 
Within society as a whole and within segmented groups of society there are norms or 
values which define what is good or superior quality. As there are so many services on 
offer which are in essence the same, it is the perceived level of quality as a measure of 
customer satisfaction which differentiates one service provider from another. 
Brogowicz et al. (1990), Lapierre (1993), and Fisk et al. (1993), have analysed the literary 
content and theoretical studies supported by empirical research of recent developments 
within the field of service quality and concluded that these fall within two schools of 
thought namely the Nordic and the North American schools of service quality research. 
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Whilst both schools of thought approach quality from a different angle they both are 
formulated on the common operational definition of service quality as being the difference 
between the expectations that consumers had prior to a service encounter and the 
perceptions of the service'received, (Gronroos 1983, Lewis and Booms 1983, Parasuraman 
et al. 1985, and Smith and Houston 1982). 
Lehtinen and Lehtinen, (1982), of the Nordic school defined service quality in terms of a 
three dimensional model of; (a) physical quality originating in the physical elements of 
service, (b) interactive quality originating between customer and a service organisation, (c) 
corporate quality or image. These three generic elements of quality were further transposed 
by Gronroos (1984,1987,1988,1990,1992a, 1992b, 1993) , into technical, functional, 
and reputation and are currently used by exponents of the Nordic school as the basis for 
research into quality approaches and developments into buyer-seller interactions 
The technical elements refer to "what" the customer receives whiIst finictional. elements 
refer to "how" the service is performed to the customer. 
The concept of user based quality or customer focused promoted by the North American 
school also permeates the service product Nordic approach as present and future client 
needs are considered in planning, implementing and evaluating service provision, Gronroos 
(1990). 
The North American school as lead by Parasuraman, Zeithan-d, and Berry (1985,1986, 
1988,1991,1993,1994), distinguishes between subjective and objective quality. Within 
this context Parasuraman, Zeithaml, and Berry identified two interrelated service quality 
dimensions, outcome quality and process quality. Using these two dimensions Zeithan-A et 
al. (1988), focused the thinking of the North American school upon the customer 
conceptualising the act of service as the customer's opinion of the overall superiority or 
excellence of a service. In terms of a customer focus approach this has been defined by 
proponents of the North American School as, "An attitude developed over all previous 
encounters with a service organisation", (Holbrook and Corfinan 1985,01shavsky 1985, 
Bitner 1990, Bolton and Drew 1991 a, Parasuraman 198 8, Parasuraman et al. 1985). The 
use of such language in distinguishing service quality from customer satisfaction highlights 
the usage of core values as opposed to peripheral values within an individuars system in 
determining the factors in play when evaluating the overall quality of a service being 
provided. 
The action of core values can also be seen when examining the literature which 
distinguishes between expectations which are related to customer satisfaction and those of 
expectations relating to service quality. Oliver, (198 1), highlights the aspects of an 
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individual's value system when he views satisfaction as an emotional reaction which 
influences attitude and is consumption specific. 
Most quality researchers accept the approach to satisfaction and service quality as being a 
function of numerous transactions between customer and supplier arguing that satisfaction 
is therefore an antecedent to service quality, Bolton and Drew (199 1). Other researchers 
do not share this view and propose that customer satisfaction and service quality can be 
examined at both the transactional-specific and global perspectives, (Teas 1993, Dabholkar 
1993). 
Perceived service quality has been accepted by both the Nordic and North American 
schools for operalisation purposes as a function of the difference between expectations and 
the perception of the performance of a service. 
It is argued that the customer focus approach to service quality requires a greater 
understanding by all of those concerned within an organisation of the value systems to 
which all of its stakeholders subscribe. These by their very nature require a greater reliance 
upon the use of "soft" measurement data and controls to assist in strategic decision 
making. 
4.6 The Determinants of Service Qualfty 
It is generally accepted that service consists of an input and a process element from which 
an outcome is the achievement (or not) of some end by the interaction of the customer and 
the service provider. The presence of the customer within the service equation adds a 
dimension which makes it difficult to define the boundaries between the two, whilst the 
influence of intuitive logic in the concept of consumers making evaluations based upon 
some form of value perceptions further complicates matters, Lyth and Johnston (1988). 
Berry, Zeithaml, and Parasuraman (1985), have stated that, "Improving service quality 
begins with a company using research to identify the quality determinants most important 
to market segments of interest ..... Isolating quality determinants important to the customer 
and in need of improvement by the company provides a focus for a quality improvement 
programme. Because market priorities may change they need to be tracked over time". 
Accepting the foregoing statement then the importance of the role which determinants 
play within the service quality context cannot be over emphasised since they form the basis 
of the judgments which consumers, service providers, and their staff use to evaluate service 
quality. In so doing, it is argued, each displays the content and shared elements of their 
value systems and therefore are of prime importance to the hypothesis under consideration. 
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4.6.1 Who Determines Service Qualily ? 
The hypothesis under test examined whether if there is a congruence of quality values 
between the customer, th6 staff, and the organisation then that organisation. will be 
successful. If the hypothesis is valid then it follows that all stakeholders determine the 
quality of service which operates within the organisatioWs markets. However given the 
preponderance of the human factors prevalent within service industries then the quality of 
service of an organisation can described as an amalgamated compromise of individual value 
systems. Examples of compromise can be seen in the everyday workings of organisations, 
e. g. customers, both internal and external, accept a lesser degree of service than that 
expected by sacrificing one value, e. g. time to complete transaction, in favour of another, 
the degree of knowledge of the person handling the transaction, etc. 
Within the field of education it could be argued that the government as industry regulator 
determines the quality of service which the industry offers since it exists primarily to 
protect the people's interests. However since the populus "own" the government it could 
be argued that the populus in choosing the government determine the quality of education 
offered. 
The examples used in the foregoing employ value judgments requiring compromise. It is 
argued that whilst the customer may seem to be the one who defines quality the degree of 
compromise which each stakeholder is prepared to make is a measure of the quality of 
service which the organisation offers. The answer to the question of "who determines the 
quality of service ?" is in fact that each stakeholder within the organisation to a lesser or 
greater degree determines the quality of service. 
4.6.2 The Quality Professionals View of the Determinants of Service Qualfty 
Academics researching the determinants of service quality have produced models which 
have lists of varying length containing what they have concluded are the determinants of 
service quality. Examples of these can be seen in the models as proposed by Sasser et al 
(1978) which identify three different dimensions of service performance, i. e. performance 
of material, facilities, and personnel; Gronroos (1984,1988), initially two in 1984 expanded 
to six in 1988; Parasuraman, Zeithaml, and Berry, (1985,1988) in their gap model research 
in 1985 stated that there were ten determinants which in 1988 were concatenated to five; 
Lehtinen and Lehtinen, (199 1), who produced their three dimensional phenomenon relating 
to process quality and output quality; Fitzgerald and Moon, (1996) who stated that there 
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were twelve determinants when researching financial service quality; whilst Johnston, 
(1995) concluded that there were eighteen whilst researching personal banking in the UK. 
Each of the researchers within their models of service determinants found that not all 
service dimensions had thd same impact on service quality. This, it is argued, is due to the 
dynamic nature of the value systems of all of the participants being researched. 
It is widely accepted that heterogeneity is a major factor within the characteristics which 
constitute service provision. It is argued that any model which claims to supply the answers 
to the question of the determinants and therefore the dimensions of service quality as a 
generalisation should be regarded with suspicion given the complex nature of any service. 
Models of service quality, it is argued, should be specific to the dimensions of the service 
due to the heterogeneity of that service. On the basis of empirical research Lehtinen et al. 
(1997) state that, "Certain dimensions used in models seem to be more important than 
others. The manifestation and therefore usefulness of quality dimensions differ between 
services. There is no self-evident justification to develop or at least generalise 
multidimensional models for a heterogeneous and abstract area such as service quality. 
Such models are probably difficult to apply to all service contexts". 
In support of these conclusions it is argued that if we accept the heterogeneity of service 
characteristics then each individual involved within a service transaction will determine the 
determinants of that transaction given that they must make rational judgments which will 
invoke a combination of values, as claimed by Milton Rokeach (1969) in his Value Survey 
(RVS) matrix. It follows therefore that the determinants based upon that individual's value 
judgments will vary from situation to situation. Rokeach has shown that dependent upon 
the situation certain values become core or terminal end states of existence values whilst 
others become peripheral or instrumental modes of conduct. It is therefore argued that 
each individual has his or her own ideals, made up of distinctive core and peripheral values, 
which determine their levels of the quahty of service expected and satisfaction achieved, 
i. e. their determinants, within a particular service situation or transaction. 
4.7 Measuring Quality Dimensions 
The argument in favour service industries understanding the quality determinants of the 
service which they provide is obvious. Having researched the particular determinants of 
their own service, providers can focus on dimensioning and improving these dimensions 
thus increasing customer satisfaction levels. 
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With the globalisation of service markets there is an increasing recognition that the 
measurement of service dimensions as an aspect of an organisatiods strategic management 
system can no longer be confined to a narrow band of financial indicators. The use of such 
indicators can lead to the inisinterpretation of market trends and the need for customer 
satisfaction appraisement and employee relations issues. Having recognised the need to 
include such issues within an organisatioWs management system the challenge is to 
somehow measure these using non-financial measures. 
Exan-driation. by Fitzgerald and Moon (1996) of three performance measurement 
frameworks has revealed certain common threads. The measurement strategies examined 
from the work of Fitzgerald et al (199 1), the determinants and results matrix of Kaplan 
and Norton (1992), and the balanced scorecard approach of Lynch and Cross (1991) 
indicate that any strategic dimensional measurement system of organisations; within the 
service sector should contain; a) linkage to corporate strategy, b) include external 
(customer service type) as well as internal measures, c) include non-financial as well as 
financial measures, d) make explicit the tradeoffs between the various measures of 
performance. 
It is argued that within the commonalty of the performance systems should include the 
review of the status of the organisatioWs values which should underpin all of the items as 
discussed. 
Within the realms of quality management it is generally accepted that the dimension of 
quality is relative to "consistent conformance to customees expectations", Crosby (1979), 
and "fitness for purpose", Juran (1988) quality being seen as a multidimensional construct. 
In terms of management for example the concept of service quality, "Must be meaningful, 
able to be operationalised, and measurable", Garvin (1988). 
4.8 Measuring the Quality of Service 
Wyckoff (1984) points out that "Measuring the service customer's satisfaction levels is still 
one of the most subjective and difficult parts of quality management in service industries". 
Whilst it may seem that this statement is today somewhat outdated there is a ýontinuous 
debate among students and academia of quality within service industries as to how best to 
gather and validate data and how to determine satisfaction levels. 
The gathering of data on service specifics such as; mean time between failures, number of 
customer complaints, etc., the "hard numbers" of service measurement, are all relatively 
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easy to gather and analyse and indeed in some quarters are seen as the only true reflection 
of service quality. 
From the foregoing and from the work of Johnston (1995) it can be seen that there 
continues to be ongoing academic debate among quality professionals regarding the 
relative merits, similarities and differences between 5 constructs of service quality and 
satisfaction. These constructs have been used as the basis for the measurement of quality 
standards and strategic goal setting. The constructs, not in any order of preference are 
outlined as follows; 
1) As the basis for follow-up research as there would seem to be agreement that customer 
satisfaction refers to the outcome of individual transactions whilst service quality is the 
customer's opinion of the global superiority or excellence of an organisation and the service 
provided, Bitner and Hubbert, (1994). 
2) The efficacy of the expectation-perception gap view of service quality which is similar to 
the disconfirmation theory found in consumer behaviour literature. This construct places a 
heavy emphasis upon the softer measures when evaluating service quality, (Berry et al., 
1985, Gronroos 1984,1990, Haywood-Farmer and Nollet 1991, Parasuraman et al. 1994). 
There is a school of thought among quality academics that service quality should only be 
judged when using performance based or hard measures and that strategic decisions should 
only be based on these findings, (Babakus and Boller 1992, Cronin and Taylor 1994). 
3) The perception gap between expectations and actual quality delivered and how 
managers can minimise and manage this forms the basis of this construct, (Brogowicz et al. 
1990, Gronroos 1990, Gummesson and Gronroos 1987, Parasuraman et al. 1985). 
4) This construct concerns the definition and use of the zone of tolerance acceptable level 
of service. Berry and Parasuraman (199 1) state that, "The zone of tolerance is a range of 
service performance that a customer considers satisfactory". Ujander and Strandvik 
(1993), and Johnston (1995), emphasise the importance of the zone in stating that, "Only 
when performance moves outside the range of the zone will it have any real influence on 
perceived service quality". 
5) The final construct concerns the identification of the determinants of service quality. 
This should, as Johnston (1995) points out, "Be a central concern for service management 
academics and practitioners since the identification of the determinants of service quality is 
necessary in order to be able to specify, measure, control, and improve customer perceived 
service quality". 
All of the constructs as outlined have an impact upon the terms of hypothesis as tested. 
However whilst the "hard" outcome objective aspects of the service are addressed 
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particular emphasis has been place within the case study elements of this research on the 
"soft" number customer perception of service quality which as previously stated elsewhere 
within this thesis are the more difficult to determine, "The soft side is harder" 
Vandermerwe (1993). It it these perceptions of service quality that are addressed in the 
following sections of the thesis as the measurement of such issues are indicative of the 
congruence of quality values as prescribed by the service determinants which form the basis 
of the hypothesis. 
4.8.1 Satisfiers and Dissatisfiers 
In terms of manufactured products Swan and Combs (1976) hypothesised that there 
were two different types of determinants which had to be in place to achieve customer 
satisfaction; instrumental - the actual performance of the physical product, and expressive - 
the psychological performance of the product. They suggested that dissatisfaction may 
occur from either type of performance. Research into their hypothesis showed that both 
instrumental and expressive factors led to both satisfaction and dissatisfaction. 
Support for these findings has come from Maddox (198 1) who found during product 
research that, "Low values on an expressive attribute will reduce satisfaction, but will not 
lead to dissatisfaction". 
Within the service sector of the hotel and restaurant industry Cadotte and Turgeon (1988) 
analysed the content of complaints and compliments as reported by customers. They found 
that some variables were dissatisfiers when performance or absence of the desired feature 
led to dissatisfaction, which then resulted in complaining behaviour. Conversely when there 
was an over provision of the desired features this did not lead to complimentary behaviour. 
They therefore concluded that, "Dissatisfiers represent the necessary but not sufficient 
conditions of product performance". There were some satisfiers where unusual 
performance elicited strong feelings of satisfaction leading to complimentary behaviour but 
typical performance or the absence of performance did not necessarily cause negative 
feelings. 
They further suggested that there were "criticals" which were the variables that could elicit 
both positive and negative feelings, quality of service was one of the factors which ranked 
high as both a satisfier and dissatisfier. They also identified "neutrals" as those areas which 
receive neither compliment nor complaint. 
In terms of the research undertaken within this thesis the evidence from Cadotte and 
Turgeon is further evidence of the priorities and tolerances which individuals place upon 
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service needs as dictated by their own value system and of the dynamic nature of customer 
satisfaction within service industries. Their core values it is argued influencing the "critical" 
variables and the "neutrals" being influenced by the peripheral values. Berry et al. (1985) 
implied that the determindnts that tend to satisfy are the obverse of those that dissatisfy 
however the evidence of Swan and Combs (1976), Maddox (198 1), Cadotte and Turgeon 
(1988), Johnston and Silvestro (1990), and Johnston (1995), would suggest that the 
causes of satisfaction and dissatisfaction may in fact be different. 
From the foregoing it is argued that the states of satisfaction and dissatisfaction are not the 
converse of each other but are separate entities since each state manifests itself as a 
different matrix combination of an individual's value system. 
4.8.2 The Confinnation / Disconfirmation Paradigm 
Customer satisfaction has been defined by Day (1977) as, "The extent to which an actual 
experience confirms or disconfirms, the consumer's prior expectations". Such a definition 
epitomises the approach of the confirmation / disconfirmation paradigm. 
Satisfaction forms the central core to the confirmation / disconfirmation of expectations 
paradigm. The disconfirmation of expectations paradigm distinguishes the gap between 
expectation and delivery of service in the statement that the consumer will feel unsatisfied 
if the performance of a service or object falls below that expectations (negative 
disconfirmation) and satisfied when expectations are confirmed or exceeded (positive 
disconfirmation). Satisfaction is therefore expected to increase as positive disconfirmation 
increases. 
Whilst the disconfirmation gap paradigm is used as the basis for measuring satisfaction, 
Oliver (1980), it is quite distinct from that use in measuring service quality considering, as 
it does, differing aspects of individual and organisational value systems. 
The confirmation / disconfirmation paradigm has been most widely used to measure the 
levels of customer satisfaction as represented in the positive or negative discrepancies 
between the consumers' expectations and actual service performance. The detailed validity 
of the gap paradigm has been challenged by empirical researchers, (Boulding et al. 1993; 
Cronin and Taylor 1992,1994; Teas 1993,1994) and the shortcomings of the linear 
approach to evaluation by lacobucci et al. (1994). Despite the consumer intuitive logic 
factor in decision making however the concept of attempting to measure the gap between 
that received and that expected is stiff accepted as the only viable measurement model 
available to date. 
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Research into the satisfaction/dissatisfaction (CS/D) levels which customers have of a 
service has shown that these levels are a function of their expectations prior to receiving a 
service and of their evaluation of the service received in hindsight. The CS/D levels are 
therefore, as argued else%ýhere within this thesis, a function of their value system. The 
expectation concept within the CS/D paradigm has been defined by a variety of marketing 
and quality theorists. Leichty and Churchill 1979, Miller 1977, Oliver 1980a all defined the 
concept as based upon the Tolman! s (1932) expectancy theory of, "Predictions made by 
customers concerning what they believe will be the likely outcome of a service or 
transaction". 
As a sub-construct of the expectancy element of the disconfirmation paradigm theory the 
role which the customer expects to play within the transaction (behavioural intentions), the 
degree of involvement, and what actually takes place and how this influences the global 
evaluation of satisfaction is the subject of ongoing research by academics, Taylor and 
Baker (1994), Zeithaml et al (1996), Aldlaian and Buttle (1997), Webb (2000), Tan 
(2001). It is argued that highly involved customers are likely to have similar or identical 
befiefs or values to those of their chosen service provider and that these customers will be 
more sensitive to the level of performance than those who are less involved. It follows 
therefore that the role which customers expect to play is a ftmction of their value system 
and as such acts as a mediator in the expectation formation process. 
As has been discussed within the Service Quality section of this thesis researchers have 
shown the distinction between customer satisfaction with respect to service transactions 
and their global evaluation of a service, (Holbrook and Corfman 1985, Olshavsky 1985, 
Bitner 1990, Bolton and Drew 1991 a, Parasuraman 1988, Parasuraman et a]. 1985, Cronin 
and Taylor, 1992, Oliver, 1993, Halstead et al. 1994). Satisfaction can therefore be 
considered as influencing the customer's evaluation of service quality, purchase intentions, 
and behaviour, LaBarbera and Mazursky (1983). It is further argued that customers, both 
internal and external in terms of the total quality paradigm, (CS/D) is a function of the 
disconfirmation arising from discrepancies between prior expectations and actual 
performance, (Cardozo 1965, Oliver 1977, & 1980b, Olshavsky and Miller 1972, Oloson 
and Dover 1976). 
Churchill and Surprenant (1982), have found that the CS/D of an intangible service is a 
function of the three constructs of expectation, performance evaluations, and 
disconfirmation. which do not necessarily have independent additive effects for every 
product or service. It follows that expectations, performance evaluations, and 
disconfirmation are each potential antecedents of CS/D for any service provided. These 
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findings further the argument that an individual's value system is a dynamic which changes 
when practices become accepted as the norm. Oliver (1989) has shown that customer 
responses to continuously provided services are characterised by passive expectations and 
therefore that disconfirrndtion will not operate unless performance is outside the range of 
experience-based norms for such services as provided by public utilities or long established 
service providers. 
As can be seen from the foregoing within the CS/D literature the expectations component 
of the disconfirmation paradigm has been portrayed in a variety of ways with expectations 
as predictions of the quality expected being dominant. For a further in depth review of the 
literature on consumer satisfaction see Yi Youjae (1990). 
Zeithaml, Berry, and Parasurarnan (199 1) have claimed, on the basis of their empirical 
research, that within the field of customer satisfaction a variety of expectation standards 
exist and that disconfirmation of expectations rather than the expectations themselves 
influences the levels of satisfaction processes. They have further hypothesised that, 
"Customers have a desired level of service which is defined as the level of service which 
they hope to achieve. This is a blend of what customers believe can be performed and what 
should be performed". 
Using the Oliver (1980a, 1989) findings and their own research, Zeithan-d et al. 
(1988,1985) plus their research into "experienced based norms" Zeithan-d et al. (1991), & 
Zeithaml et al. (1993), have developed and enhanced a theoretical model of the nature and 
determinants of customer expectations of service. The model recognises that services are 
heterogeneous in nature since performance may vary across providers, across employees 
from the same provider, and even within the same service employee, Zeithaml et al. 
(1985). 
The extent to which customers recognise and are willing to accept this heterogeneity 
Zeithaml et al. (199 1), have termed the "zone of tolerance", ( previously referred to as item 
(4) of the 5 constructs of service quality and satisfaction in this section of the thesis). The 
zone is conceptualised as the difference between desired service and the level of service 
considered adequate who's fluidity is influenced by the dynamism of a customer's value 
system making it expand and contract dependent upon the value judgments which are made 
by the customer. 
The model as illustrated in Figure 4.1 consists of four basic elements; 
1) Expected service based upon pretrial beliefs of a service which act as a benchmark when 
judging service performance. 
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2) Desired service which is defined as being based upon the expectation of the level of 
service the customer hopes to receive. 
3) Adequate service which is defined as being based upon the level of service which the 
customer will accept. 
4) Predicted service is defined as the degree of expected overall standard with the service 
received. 
Antecedents of both desired and predicted service comprise four variables within the 
model; explicit service promises, implicit service promises, word-of-mouth 
communications, and past experience 
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The importance of the zones of tolerance cannot be overemphasised when discussing 
grades or levels of service with particular reference to the disconfirmation paradigm since it 
is these zones which determine the levels of customer satisfaction. Since these zones 
belong to the individual, and are therefore a fimction of his or her value system, the 
measurement of the breadth of the zones in terms of customer satisfaction presents the 
service provider with particular difficulties in terms of what and how to measure what is 
acceptable. It is argued that by focusing upon the values held by each of the stakeholders 
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within an organisation service providers would have the basis from which to evolve a 
viable management system having measures compatible with the zones of tolerance of each 
party. 
The basic premise therefoie of the disconfirmation paradigm used within this thesis is the 
difference or gap, either positive or negative, between what the customer expects and the 
performance receives from a service in terms of, "Wished for or desired levels of 
performance which customers want from a service", the Miller (1977), and Swan and 
Tarwick (1980). 
4.8.3 SERVQUAL 
Garvin (1988) developed the concept of quality by describing it as having 5 components 
or definitions; 
1) Transcendental Quality as a subjective assessment made by the provider of service. 
2) Product-based Quality which focuses on the ingredients of the product's components. 
3) Valued-based Quality is a relativistic or benchmark view of quality. 
4) Manufacturing-based Quality is related to the production process. 
5) User-based Quality is seen as a global assessment by the customer. This definition 
would incorporate Oliver's (1977,1980) "disconfirmation paradigm", previously discussed 
in this thesis, as a measure of customer focus and satisfaction and the Gronroos (1984) 
concept within his "service product" approach of perceived quality as being a judgment of 
the difference between the customer's expectation of a product or service versus the actual 
experiencing of the product or service. 
Whilst all 5 elements as prescribed by Garvin as being the foundation of the quality 
concept make use of individual and organisational value systems that of number 5, 
User-based Quality, requires a greater understanding by aH stakeholders within the 
organisation of each other's values and of "soft" systems. Such a requirement presents 
quality academics and practitioners alike with the major problem of "how do you measure 
thoughts and feelings". This tends to be more problematic in service industries where the 
control of people, both consumer and provider and consequently their value systems, is a 
major factor. Indeed the determinants of service quality and how they should be 
operationalised into working models has been the subject of heated debates within the 
service quality area since the distinction between manufacturing and service industries was 
first mooted as a subject for research by Lynn Shostack in 1977 in her article titled 
"Breaking Free from Product Marketing". 
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As an approach to this problem Parasuraman, Zeithan-A, and Berry (1985,1988), 
developed their by now much used and abused service model for measuring quality which 
they titled SERVQUAL, (SERVice QUALity), as illustrated in Figure 4.2. This model has 
formed the basis for modern service quality theory despite, as discussed later, widespread 
criticism. 
The model is based upon the concept of disconfirmation, of customers' beliefs of service 
quality arising from the comparison of what they expect from a service provider, with their 
perception of the provider's performance at one particular point in time. Parasuraman, 
Zeithan-ý, and Berry not only proposed a service 'gap' model which assists managers in 
assessing n-dsmatches in their provision of service but they also identified 5 determinants, as 
previously referred to within this thesis, of service quality which they used when 
fon-nulating 'gap' scores. 
SERVOUAL - The Parasuraman, Zeithaml, and Berry Service Quality Model 
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Figure 4.2 Source Parasuraman, Zefthamk and Berry (1966) 
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Figure 4.2 highlights the main requirements for delivering expected and perceived service 
quality. The first four gaps, organisational failures (gaps), are identified as being within the 
realms of the service provider. These contribute to the fifth gap, the perceived service gap, 
which is an overall measdement of service quality from the service recipient's point 
of view. 
The 5 gaps are described as follows; 
Gap 1) Between the consumer's requirements and management's perception of it. 
Gap 2) Between management's perception of what the customer requires and the service 
quality which is eventually specified. 
Gap 3) Between the specified service quality and the actual standard of service which is 
delivered. 
Gap 4) Between the standard of service delivered and that promised in external 
communications to customers. 
Gap 5) Between the consumer's perception of the service quality received and the standard 
expected. 
Using the construct design recommendations of Churchill (1979); Carman (1990); 
Babakus and Mangold (1992); and Babakus and Boller (1992) Parasuraman, Zeithaml, 
and Berry have produced and developed a questionnaire instrument which consists of two 
sets of 22 statements or items, refined from an initial 97, in the form of a self-administered 
questionnaire which customers in the first instance and staff at all levels latterly are invited 
to complete. 
The 5 determinants as prescribed by the SERVQUAL instrument are fisted as follows: 
1) Tangibles -Tangibles - the appearance of physical facilities, equipment, personnel, and 
communication materials. 4 items in questionnaire instrument scale. 
2) Reliability - Reliability - the ability to perform the promised service dependably and 
accurately. 5 items in questionnaire instrument scale. 
3) Responsiveness - Responsiveness - the willingness to help customers and to provide 
prompt service. 4 items in instrument questionnaire scale. 
4) Competence, Courtesy, Credibility, Security, - Assurance - the knowledge and 
courtesy of employees and their ability to convey trust and confidence. 5 items in 
instrument questionnaire scale. 
5) Access, Communication Understanding - Empathy - the provision of caring 
individualised attention to customers. 4 items in instrument scale. 
Parasuraman, Zeithaml, and Berry claimed that the evidence gathered by using their 
instrument indicated that reliability was the primary customer determinant of the 5 
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determinants tested. Researchers have found that there is a marked variation in the 
relationship of the determinants found within the services being researched and those of the 
scale items of the model, Carman (1990), Finn and Lamb (199 1), Brown et al. (1993), and 
Buttle (1995) who has id6ntified a number of operational issues including process 
orientation and dimensionality as construct validity issues. 
Parasuraman, Zeithan-d, and Berry (1990) have defined expectations as, "Desires or wants 
of consumers". Further stating that the expectations component was designed to measure, 
"Customer's normative expectations". Teas (1993b) has questioned this definition since he 
believes respondents make reference to any one of six interpretations when determining 
their expectations as, Forecast Performance, Deserved Performance, Equitable 
Performance, Minimum Tolerable Performance, Ideal Performance, and Service Attribute 
Performance. As can be seen each of these interpretations of expectancy factors is different 
leading Teas to contend, "That a considerable percentage of the variance of the 
SERVQUAL expectations measure can be explained by the respondent's interpretations of 
the battery within the instrument, and that the expectations component of the model lacks 
discriminant validity". 
The soft numbers feelings elements of SERVQUAL versus the hard numbers SERPERF, 
(SERVice PERFormance), Cronin, and Taylor (1994), with its regression analysis of 
historic data having, it is claimed, a greater predictive power of ffiture service trends 
continues to provide academia with ammunition for debate. However among quality 
professionals there is growing awareness of the necessity for the use of both schools of 
thought to assist and monitor strategic quality initiatives and changes since actual quality, 
SERPERF, is a leading indicator of perceived quality, SERVQUAL. Consequently a key 
requirement for statistical quality control, it is argued, in a service environment is 
identification of the correlation between elements of actual quality and perceived quality. 
Despite all of the criticisms since its concept was first published in by Parasuraman, 
Zeitharnl, and Berry in 1985, SERVQUAL continues to be used as an instrument, all be it 
adapted to suit researcher's and organisatiorfs individual needs, from which valid data has 
been used as the basis for strategic decisions which have subsequently been proved to be 
correct. The use of the moders concept has been found to be of particular use when 
determining an organisatiods strengths and weakness through its customer's value chain by 
answering the question, "What is value to the customer" ? 
For an in depth critique of the literature regarding the pros. and cons. of the application of 
the SERVQUAL model see Llosa et al. (1994), Buttle (1994,1995), Smith (1995), and 
Robinson (1996). 
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4.9 Service Qualfty in Higher Education 
"Quality is an important issue in higher education in the United Kingdom. For the 
participants in the education process it always has been important although frequently 
taken for granted. Changed circumstances, increased levels of participation, widening 
access, pressure on human and physical resources, appraisal, audit and assessment have 
raised the profile of "quality" within higher education", (Sallis, 1990; Hurley, 1992; Harvey 
and Green, 1993). 
Higher education, that is to say universities as teaching establishments is a major activity in 
the developed world. The sector is a source of continuous development for those already 
working in professional and technological roles. The importance of higher education in 
terms of the wealth of that nation can be seen for example in the arnount of government 
funding, e. g. 6 billion pounds per year in the UK or 100 pounds for every man, woman, 
and child, employing more than 75,000 teachers and thousands and thousands of other 
people in ancillary support functions and as suppliers, (The Scotsman Education 
Supplement, August, 2002). It follows that such an investment is designed to have a major 
impact on national econon* development. 
There has always been a presupposition that British higher education is "good quality" 
(Harrison, 199 1; Elton, 1992). The white paper HM Goverment 1991 refers to teaching 
and scholarship in higher education as being, "Held in high regard both at home and 
internationally", and states that the, "Quality of research in the United Kingdom has 
achieved worldwide recognition". 
"ne linking of quality with cost effectiveness has given new urgency to the analysis of 
quality in higher education. So, for a variety of reasons, quality matters" Harvey and 
Green, (1993). 
From all of the foregoing it can be seen that the quality element of the education product 
and its importance is constantly under review. 
4.9.1 Defining Service Qualily in Higher Education 
Most definitions of quality used in the industrial and commercial world have at their core 
the simple notion that quality is achieved when customers receive products and services 
that meet their requirements. Quality is therefore in the mind (eye) of the recipient 
(beholder). 
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Education joins a small group of services in their uniqueness in doing something to the 
customer as opposed to the majority of services in which something is done for the 
customer. It is argued that by doing something to the individual who has their own 
expectation and therefore'value judgment of the outcome that no single definition can 
accommodate all aspects of quality in education. 
Quality in higher education has been identified by Harvey, Burrows and Green (1992) as 
having 5 approaches: 
1) Quality as Exceptional (apoditic) - one instinctively knows quality. 
2) Quality as Perfection - as consistent, i. e. as having zero defects - sees quality in terms of 
'WgW standards (Reynolds 1986, Moodie 1986a). 
3) Quality as Meeting a Standard of Perfection - as fit for purpose as set by the provider or 
monitoring body or customer requirement. 
4) Quality as Value for Money - as having budgetary control. - "At the heart of the value 
for money approach is accountabflity", Kogan (I 986a). 
5) Quality as a Transformation Process - as having quality built into a change process. 
As can be seen from the foregoing within the education experience there are elements 
which encompass each of the 5 definitions. However it is argued that for the purposes of 
this research that the 'soft' measures of expectation and satisfaction best fit with the 
definition of Quality, within education, as a Transformation Process. 
4.9.2 Educational Transfonnation and its Relevance to Value Systems 
The 'doing something to'element of the education experience transformation process 
becomes a unique interaction involving both partiesvalue systems in making evaluative 
judgments of ongoing transactions. This in itself presents an unusual set of circumstances 
for as Dickson et al. (1995) point out, "Education may be unique in the sense that it is 
difficult for the customer to assess the quality and relevance of the service. A university 
course is unusual in that the buyer, i. e. the student, may have only general ideas of what 
lies ahead and may not fully comprehend the content or relevance of a course until the later 
years of study or potentially long after graduation". 
Such an observation adds to the argument that the Higher Education experience represents 
a transformation process of a individual's expectations and their "learned" quality values. 
Thus the individual becomes an malleable participant within the transformation process and 
not merely, "Products, customers, service users, or clients. Education is not a service for 
Page 82 
customers (much less a product to be consumed) but an ongoing transformation of the 
participant", Harvey and Knight (1996). 
Accepting that the student is a participant within the transformation process leads to the 
notions of the enhancement or added value to the student's knowledge as a gauge of the 
quality of the education experience and of the empowerment of the student to influence 
their own transformation. 
The term added value or value added would at first reading seem to mean that 
transformation quality can only be brought about by measuring the accountability of the 
education experience's fitness for purpose however as Harvey and Green (1993) point out, 
"The measurement of value added, for example in terms of input and output qualifications 
provides a quantifiable indicator ofadded value'but conceals the nature of qualitative 
transformation". Muller and Funnell (1992) further argue that the quality of the 
transformation process can only be assessed when, "Learriers are at the center of the 
learning process. Feedback from learners is a crucial aspect of evaluation. Placing learners 
at the center shifts the emphasis from the value-added measures of enhancement to 
empowerment". It follows, it is argued, that enhancement of the customer within the 
educational transformation process takes on a much wider, and therefore a greater element 
ofjudgmental value on the part of the student, than that equated to the value-added 
definition of quality as previously stated. 
The empowerment of the student alluded to by Muller and Funnell (1992) involves giving 
power to the student to influence their own transformation by taking ownership of the 
learning process and the responsibility for determining the style and mode of delivery of 
that process. 
Four ways of empowering students have been identified by academics, (Ramsden, 1986; 
Wiggins, 1990; Roper, 1992; Harvey and Green, 1993) as being; 
1) Students can be empowered via student evaluation. 
2) Students can be guaranteed minimum standards of provision and given responsibility for 
monitoring their delivery. 
3) Students can be given control of their own learning. - That is students control how they 
learn and how and when they are assessed by "constructing their own degree scheme", 
School of Independent Studies (1985). 
4) Students critical ability can be developed. - This approach attempts to empower students 
not just as customers in the education process but for life. 
It follows, it is argued, that in accepting the transformation theory as the driver which 
controls the way study programmes are designed involves Universities in the reassessment 
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of their current thinking and programme drivers, the availability of their support 
mechanisms, and probably most importantly their understanding of the value system: s of all 
of their stakeholders. 
The evaluation of the trafisformation process of the student and the extent to which it is 
currently practiced within a University in terms of the empowerment and enhancement 
notions are seen through the judgmental usage of stakeholder value systems as an integral 
part of the Case Study element of methodologies as used within the hypothesis under test. 
4.9.3 Measuring Oualily in Higher Education 
Historically higher education has tried to ensure quality within its educational provision by 
following the practice adopted within so many service industries of quality by ensuring 
Quality Assurance (QA) by the mechanistic policing of quality standards. More commonly 
known as the "hard" measures approach. Quality is thus seen to be brought about and 
maintained as the result of scientific Quality Control (QC) using key performance 
indicators (KPI's) to monitor efficiency. 
The use of such an approach, as has been argued elsewhere within this thesis, can only 
bring about improvements to the levels of quality to the providers' standards which may not 
necessarily be in line with those of the customer. 
Examples of KPI measures found within higher education are such measures as retention 
and pass rates, average admission qualifications, the number of 'good' degrees awarded, 
staff-student ratios, indexes of revenue and capital resources, market share, and the ratios 
of public to private funding are principally those being used as measures of institutional 
efficiency. The danger therein Res in that KPI's are better at measuring efficiency rather 
than effectiveness and that quality is only related to value for money, Sensicle (1991). The 
approach, it is further argued, precludes the customer satisfaction factor as being irrelevant 
to the continuous improvement of the 'product'. Indeed despite having been the co-authors 
of a Quality in Higher Education (1992) government sponsored report which 
recommended the inclusion of customers within its criteria for quality in education its 
partial exclusion within the universities' QC remit has led Harvey and Green (1993) to ask 
"But where are the values". 
Harvey and Green (1993) conceptualise that, "Higher education is not about delivering 
specifications in as near a perfect way as possible. It is arguably more about encouraging, 
inter alia, the analytic and critical development of the student". To bring about such a 
state, it is argued, involves the constant reworking and re-conceptualisation of the 'product' 
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with the customer's needs, expectations, and a re-evaluation of the provider and customer 
value system. In other words a Total Quality approach which requires an ongoing 
assessment of the degree of interested party value system congruence to bring about an 
acceptable degree of satisfaction. 
What then of internal customers at all levels, what of their expectations, and how do these 
'fit'with both their internaL and external customers ? The answers to some of the 
questions raised represents the basis of the hypothesis under test for as Brown (1998) 
points out, "The more the lecturer and student are aware of each other's expectations, the 
more likely it is that the course will be a quality course". 
4.9.4 Who is the Customer in Higher Education 
In terms of customer requirement this raises much debated issue within education of who 
is the'customer. Crawford (1991) has stated that, "In British higher education students 
must now be considered as primary customers". If one then makes the assumption that the 
'students are the customers'then they are not generally in a position to specify their 
requirements. As such they represent the ideal customer in terms of the marketing portfolio 
their requirements being determined by the provider which in the past have been seen in 
terms of what the customer is assumed to need. - 
The foregoing approach to 'customer' whilst satisfying the Crawford statement presumes 
that the student is the end product as in a manufacturing type of environment. Such an 
approach assumes an operationalised step by step process to an end product during which 
each step is the customer of the previous step. T'his approach precludes the role of Society 
as, 'specifier' of the standards of the end product, the 'purchaser' in terms of funding the 
product, and the 'user' of the end product. Clearly Society's role in terms of the 
educational process requires a re-evaluation of the perception of the 'customer' since the 
objective concept of specifier, purchaser, and user as the 'customer' does not fit the 
subjective description of the major role which Society plays in the educational process. 
Perhaps the role of Society as the 'user'of the product is obvious in as much as the 
continuous improvement to its educated workforce should improve, in holistic terms, the 
standard of living of all of the members of the Society. This is the role assumed for the 
purposes of this discussion. 
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The role of 'specifier' is less obvious however for like any specification which is 'fit for 
customer purpose" a value for money 'purchaser' element is normally included. The role of 
'specifier'and 'purchaser' is therefore combined under the banner of 'purchaser' for the 
purposes of this discussioh. 
4.9.4.1 Higher Education Funding in Scotland 
Society's representatives in the form of government which in Scotland is the devolved 
Scottish Executive has been charged by the UK government with the role of 'purchaser' of 
education for Scotland. This to include Higher Education. However in fine with the rest of 
the UK as part of a new local government policy, as dictated by the present Labour 
controlled National government since 1997, these must be made using the principles of 
'Best Value' in terms of the Value Management concept of the customer value 
proposition. The Best Value framework will replace the existing cost - focused culture of 
compulsory competitive tendering with its exclusion of quality measures, Donnelly et al. 
(1995), with a more flexible system that has quality as a key element and effective 
management to the fore. Such a policy it is argued requires local government and Public 
Service providers to exanfme its current value system and those required to comply with 
the new dictate from central government. 
Best Value practices adopt the principles of the Balanced Scorecard Model as introduced 
by Kaplan and Norton (1992). The balanced scorecard is essentially an internal 
organisational mechanism that can be used to stimulate change, Sheffield and Coleshill 
(2001). This will, as described elsewhere in this thesis, require organisations to identify 
those core (difficult to change) and peripheral (easier to change) values within their value 
systern. The balanced scorecard provides for fundamental strategic control mechanism by 
adding several important measures to those normally found in the accounting system. Such 
areas include innovation, organisational learning, effectiveness in key tasks, and 
performance with key audiences like customers. The measures will require to be 
operationalised to reflect the systematic effects of how the organizatiods overall value and 
performance are improved. A balanced scorecard should not only reflect the current state 
of the organisation but drive the comprehensive range of activities necessary to ensure its 
long term viability. 
The Best Value policy is designed to reconfigure service delivery by local government and 
devolved government agencies to produce a more efficient, citizen focused, and 
quality-driven organisation. Local authorities assuming the role of enablers rather than 
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service providers in which there is accountability, and transparency during and after 
strategic decisions making. This policy has been adopted in local councils and public 
service providers such as Higher Education Institutions on a voluntary basis in Scotland 
since 1997 whilst in the re§t of the UK it is in operation as part of government legislation. 
The Scottish approach has meant that it has not run into the problems experienced 
elsewhere in the UK of union and council opposition meaning that Scotland is ahead of 
other areas in delivering the policy's requirements. To formalise these arrangements The 
Local Government in Scotland Bill which includes Best Value provisions was laid before 
the Scottish Parliament in May 2002 and will receive Royal Assent early in 2003. 
The policy's framework is intended to reflect a series of basic principles, 
1) Best Value is about continuous improvement : achieving quality of service provision is a 
process rather than a goal, and therefore Best Value's challenge is ongoing. 
2) Best Value is about accountabi1ity : it requires transparency through consultation and 
engagement to ensure effective dialogue with the all stakeholders. 
3) It also requires formal scrutiny, which reflects in the provision amending and updating 
the powers, duties and fimctions of the Accounts Commission for Scotland. 
The ffinding of Higher Education in Scotland is by the Scottish Executive. This is carried 
out as an executive agency by the Scottish Higher Education Funding CounciI whose 
budget for the Year 2003 - 2004 of E72 1,000,000 requires that this be spent using the 
Best Value principles. It follows therefore that Higher Education Institutions must adopt 
these principles in the provision of their services one of which is to become more customer 
focused. This will require them to re-assess their existing measures and to adopt the key 
principles of the 4C's of consult, compare, challenge, and compete and to include 
accountability, transparency, continuous improvement and ownership. 
It follows that on the principle of the 'purchaser' being the customer that the Scottish 
Higher Education Funding CounciI on behalf of Scottish Executive, which by definition 
represents Scottish Society, must be seen as a 'customer' of these institutions. It would 
appear from the foregoing that confusion arises as to who is the 'customer' of Higher 
Education however in this case the servant can have two masters. Society can be seen as 
looking after the Students interests and therefore, it is argued, that both Student and 
Society having sin-dlar objectives can be seen as the 'joint customers'. 
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4.9.5 Education in Scotland 
The beginning of effective education in Scotland can be traced back to the landing of St. 
Columba in 563 A. D. anct the subsequent setting-up and spread of the monasteries. 
Formal education of non secular clergy students began in 1124 with the founding of 
Scotland's oldest school as a direct offshoot of the cloistral school of Holyrood Abbey in 
Edinburgh. The High Scuilis later the Royal High School of Edinburgh admitted the good 
Burgesses' sons for 'the lernin o' the reedin an' the ritin an Latin an' aw' thing'. 
The coming of the Reformation or Presbyterianism in the 16th century moved the onus of 
teaching from the monasteries to the parish where the priest or 'domminie' taught all the 
local children the basics of, by now, reading and writing making Scotland one of the most 
literate countries in the Western World at that time. 
Formal University study can be traced to the foundation of St. Andrews University in 
1411 closely Mowed by Glasgow, Aberdeen, and Edinburgh (where a college had existed 
for students who had attended the High School and who wished to continue their studies 
since the 14th century). The four 'ancient universities' were to remain as the main seats of 
learning in Scotland until the 1960's. 
Following The Robbins Committee Report in 1963 on the state of Higher Education in 
Scotland four additional universities at Dundee, Stirling, Strathclyde (Glasgow), and 
Heriot-Watt (Edinburgh) were provided to accommodate a projected growth among the 
student population. As a further step toward the perceived need for increased Higher 
Education facilities the then Government introduced the Further and Higher Education 
(Scotland) Act 1992. The consequence of this act was to elevate five existing Further 
Education Institutions, Napier (Edinburgh), Glasgow Caledonian, Robert Gordon 
(Aberdeen), Abertay (Dundee), and Paisley to University status. 
The new University of the Highlands was launched in 1996. Based upon a consortium of 
existing Further Education coHeges serving the Highlands of Scotland and using 
information technology to fink its students in remote locations. This initiative is indicative 
of the ongoing commitment of the Scottish Executive to improve the access to improved 
standards of education throughout all of the country. 
The latest statistical information available from the Scottish Executive Higher Education 
Statistics Agency, for the year 2000 / 2001, shows that 32% of school leavers went on to 
higher education making Scotland second behind Northern Ireland in the UK league of the 
school leavers going on to higher education. This figure represents a Student population of 
132,550 students enrofled in Scottish Higher Education Institutions a considerable growth 
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rate from the enrolled student population of 49,789 in the year 1983-1984 from a similar 
population base. 
The Enterprise and Lifelong Learning Budget for the year 2003 / 2004 of E72 1 m. shows 
an increase in expenditureý from the previous year by E22m. This supports the provision 
within the 20 Higher Education institutions and Scottish places offered by the Open 
University of 800 with equivalent to the equivalent of 133,350 full-time student places. 
Source: Life Through Learning, Learning Through Life, The Executive's Strategy for 
Lifelong Learning in Scotland. 
From the foregoing it can be see that education has played and continues to play an 
important role in the culture of Scotland. An examination of the past Scottish Executives 
Audit Procedures shows that it followed the 'hard' statistics approach previously discussed 
in this thesis little or no cognisance being taken of the 'soft' elements of the learning 
experience. Under the terms of the Best Value initiative however these have had to be 
changed to include an audit of the 'soft' elements of community and customer focus which 
will entail, it is argued, an examination of the Values which underpin this focus. 
4.9.5.1 Napier Universijy 
Napier University was first established as a technical college in Edinburgh Scotland's 
capital city in 1964 as a direct result of the Education (Scotland) Act of 1946. The college 
took up residence in a new building which incorporated the original castle of John Napier 
of Merchiston the 16th century Scots philosopher and mathematician and the inventor of 
Logarithmic Tables from whom the College and later the University takes its name. 
Since its establishment the college has gone on to being granted University status in 1992 
along with 4 other 'new' Scottish Universities as a consequence of the then government's 
approach to the upgrading of polytechnics to university status which was incorporated 
within the Further and Higher Education (Scotland) Act of 1992. Prior to the University 
status being granted, the college had grown to be housed in 7 locations 5 within the city 
with 2 in other locations in Scotland catering for some 13,100 students. 
The structure of the University is divided into four faculties some of which are fin-ther 
sub-divided into identifiable schools as follows: 
The Faculty of Arts and Social Sciences; which offers programmes covering Communi- 
cation in its widest sense, Music, Law, and Social Sciences. 
The Faculty of Engineering and Computing; which is split into three schools: the school 
of Computing, the school of Engineering, and the school of the Built Environment. 
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The Faculty of Health and Life; offering courses in healthcare education and research 
facilities. 
Napier University Business School; which has the largest undergraduate business 
population in Scotland in 'excess of 3,100 students on Degree and Certificate or Diploma of 
Higher Education programmes. It is within this Business School that the Case Study part 
of the research reported in this thesis took place. 
The University covers a wide spectrum of subjects within its programmes linked to 
industry's requirements leading to a high incidence of graduate employment. 
4.10 Developing the Research Hypothesis 
Boyle and Bowden (1997) point out that, "There is little disagreement in modem 
educational thinking that education is by its nature normative - it is purposeful activity 
based on values and goals which are shaped by the interests of a range of stakeholders. 
This is particularly true of higher education. As values, goals, and stakeholders' interests 
vary across communities, contexts, programmes, and time, there is also a need to view 
quality and quality improvement in dynamic rather than static or absolute terms". 
The major'stakeholders within the education process have been identified by Harvey et al. 
(1992) as including, "Students, employers, teaching and non-teaching staff, government 
and its funding agencies, accreditors, validators, auditors, assessors, and the community at 
large". Each of these will have a differing vested interest as the basis for determining 
quality and on how it can be brought about, maintained, and driven toward continuous 
improvement. 
The literature survey contents and discussions in the preceding chapters of this thesis have 
highlighted the role of values and more particularly shared value systems within the 
environments of culture, quality, and service aspects of both individuals and organisations. 
The need for service providers to acquire knowledge of the shared value effects of 
customers and their organisation in terms of sustainable quality provision being well 
documented over a number of years. 
Within the service of education and more especially Higher Education, e. g. Universities, 
the concept of students as customers has only recently been accepted as a practice to be 
adopted if Universities are to meet the requirements of those who provide the finance to 
improve the quality of their educational product. In an effort to accommodate the need to 
know their customers' requirements most Universities have embarked on a series of 
student feedback channels the outcomes of which being used to moderate learning 
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programmes. Channels such as student satisfaction surveys, module and course feedback 
questionnaires, course representative / course leader meetings, etc. have provided the 
Universities with valid data on their customer requirements and satisfaction levels. Having 
stimulated feedback and being seen to act upon it, perhaps not always to the extent the 
students hoped for, the expectations of the customers having been raised after each request 
for feedback will consequently lead to student satisfaction levels always being in a constant 
state of flux. 
Given this situation of fluidity it is argued that having a greater understanding of the values 
of its customers, probably already within the domain of the data so far collected, will allow 
the Universities to be more flexible and adapt to the changing requirements of these 
customers. 
Having opened what some educationalists have described as 'a can of worms' there is a 
requirement to 'bring on board' the customer facing staff who will be involved in any 
change progarnmes necessary to meet changing customer expectations. It is argued that to 
do this that the Universities must have a greater understanding of their staffs' expectations 
and their role within the University. It follows therefore, from what has gone before within 
this thesis, that the Universities must understand the value systems of their Staff. 
Having presented the case for greater understanding of the value systems of a University's 
customers and staff what of the decision makers, the Senior Management, in the 
University ? There is little point, it is argued, in knowing Customers' and Staffs' 
requirements / expectations without similar knowledge of the Senior Management for if 
these are direct conflict to the other two then, as has been discussed elsewhere in this 
thesis, the organisation will be less effective and in the worst case scenario collapse. Like 
other service providers the University organisation must understand the values which are 
held by its Senior Management. 
The question therefore should be for Universities and other education establishments just 
how effective are we ? How can we measure this ? 
Having argued and shown that one proven measure of the quality of service and customer 
satisfaction is the relationship between shared values of the customer and the organisation 
it is theorised that an understanding gained from a measure of the congruence of the quality 
values as held by the main stakeholders within a University service would aid any change 
programme to meet customers', both internal and external, expectations / requirements and 
be a barometer of the satisfaction levels of quality of service provided. 
To prove this theory the following hypothesis was tested : 
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Levels of customer (All Students) satisfaction are directly related to the congruence of the 
value systems of the stakeholders (All Students / Lecturers / Senior Managers) within a 
service consumption. 
The outcomes and conclusions of which form the basis for remainder of the content of this 
thesis. 
4.11 Summary of Chapte 
As stated in the research aims and objectives on page 3 of this thesis an understanding of 
Service and more particularly Higher Education as a Service is a requirement. The classifi- 
cation of Higher Education within the Standard Industries Classifications as residing in the 
Service sector of industry is the rationale behind the literature review which was carried 
out and is reported in this chapter. 
The definition of Service as being 'A change process which changes a person to some 
degree no matter how small' underlines the crucial differences between service industries 
which change the person and manufacturing industries which change an object. 
The complexity of Service Design and its determinants are discussed reference being made 
to models which claim to be the basis for well designed services. Aspects of the models can 
be seen in the design of the Case Study interviews and questionnaire in the Research and 
Data Analysis Section of this thesis. Service culture and the need for organisational values 
which match the dynamism of its customer's requirements are highlighted as a feature of 
good design. This being in fine with need to understand the diversity of value systems, the 
values which stakeholders posses, and which values are important in education practices as 
requirements of Ob ectives 1,2, and 3 of the aims of this thesis. j 
The division within the field of Service Quality into two schools of thought is discussed. 
The Nordic school having a 'what' the customer receives and a 'how' the service is 
performed to the customer focus. The North American school's approach being more user 
based quality or customer focused. The use of the North American being argued as 
requiring a greater understanding of shared Value Systems within organisations. This being 
a requirement of Objective 4 of the aims of the thesis, an understanding of the positioning 
of shared values or of stakeholder congruence. 
The problems associated with achieving customer satisfaction by the management of 
service determinants is discussed. Customer's satisfaction being seen as linked to their 
Value System therefore being dynamic in character. The subjectivity of customer 
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satisfaction is seen as the most diflicult aspect of the measurement of Quality of Service. 
The discussion within this aspect of Service being aligned to Objective 5 of the aims of the 
thesis, the identification of Value aspects as either core or peripheral in content. 
Within various models on Ihe subject of quality of service and the measures used to deter- 
mine this five constructs are discussed highlighting the ongoing debate of 'hard' measures 
verses 'soft' measures as provided by the expectation / satisfaction gap or the Satisfaction 
Dissatisfaction Paradigm. The use of Gap analysis within the field of subjective measure- 
ment has lead to an understanding of what is and is not acceptable to the customer in terms 
of service provision termed the Zone of Tolerance which is discussed. Using the Gap 
analysis as a basis the development of a measurement tool by Parasuraman, Berry, and 
Zeithanil (1988) titled SERVQUAL as a model for measuring Service Quality is discussed 
including the quality professionals arguments for and against its use. Gap analysis is used 
within the Case Study elements of this thesis as a tool to determine all of the objectives of 
the aims of the thesis. 
The need for quality in Higher Education and its definition through the five approaches of 
exceptional, perfection, meeting a standard of perfection, value for money, as a transforma- 
tion process is discussed. The transformation process and its relevance to Value systems 
and their subsequent diversity is discussed in fine with Objectives 1,2,3, and 5 of the aims 
of the thesis. The effects of the content and spirit of these objectives can be seen in the 
testing of Hypotheses 11 - Vill of the Case Study Data in Chapter 5, The Research Design 
Data Analysis and Results, of this thesis. 
The measurement of Quality in Higher Education is seen as continuing the debate between 
the 'hard' Key Performance Indicator and the 'soft' Development of the Student measures 
to the aclýiievement of customer satisfaction and continuous improvement. 
The ongoing debate as to who is Higher Education's 'customer' examines the case for the 
Student as 'end product' or Society as 'end user' is discussed. 
The impact of the introduction of Best Value methods within the management of local 
government and public service provision with particular reference to the changes this will 
entail within Higher Education is discussed. Reference being made to how this will impinge 
upon a Higher Education Institution's internal and external value systems and fiinding 
principles. Reference to funding leads to the concept of purchaser as 'customer' in the 
ongoing debate concerning who is Higher Education's 'customer'. The conclusion argued 
being that in this case that a joint approach should in fact be used as a working definition of 
'joint customers'. The inclusion of Best Value practices within the chapter aligns with the 
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aims of the thesis and all of its objectives in understanding the future implications for 
Higher Education. 
A short history of education, the foundations of Higher Education in Scotland, and of the 
Napier University of EdinbUrgh is included in the chapter as prelin-dnary background 
information to the Case Study element of the research for this thesis. 
Finally the rationale behind the development of the research is developed leading to the 
research's main hypothesis. 
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Chapter 5 
The Research Design Data Analysis and Results 
5.0 Introduction 
Research design has been defined as, "A plan that guides the investigator in the process of 
collecting, analysing, and interpreting observations. It is a logical and model proof that 
allows the researcher to draw inferences concerning causal relations among the variables 
under investigation. The research design also defines the domain of generalisability, that is, 
whether the obtained interpretations can be generalised to. a larger population or to a 
different situation", Nichmias and Nichmias (1992). 
Perhaps more readily understood in the colloquial idiom is a working definition of a 
research design as an action plan, map, or a blueprint for getting from here to there where 
here is the initial question posed and there is some set of conclusions arrived at after an 
examination of those things found along the way. 
5.1 The Research Dgý: ign 
In order to eliminate, as far as possible, any of the known disadvantages within a single 
methodology it was decided that a mixed construct of methodologies adopting a number of 
research paradigms would best achieve the ainis of the research. VAiNt the purist in research 
methodologies would argue that paradigms should not be mixed Greene et al. (1989) 
evaluated 57 studies between 1980 and 1987 testing each against such criteria as different 
paradigms, similarity of methods, different questions, and different implementation 
strategies. They concluded that in certain circumstances mixed methodologies were the only 
construct which could be used at the various phases of research to generate data and to 
ensure the validity of research results through triangulation. The rationale behind 
triangulation is expressed by Jick (1979), Kane (1985), and Easterby-Smith et al. (199 1) 
who represent archival review, questionnaires, interviews, and participant observation 
methods of research as potentially overlapping in scope in the collection and analysis of both 
qualitative and quantitative data. 
The mixed-method approach adds complexity to the design by using both the qualitative 
and quantitative paradigms sequentially to examine different facets of the research 
objectives thus adding to the breadth and scope of its outcomes. 
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The advantage of mixed methodologies is pointed out by Creswell (1994) in that, "The 
overall design perhaps best mirrors the research process of working back and forth between 
inductive and deductive models of thinking in a research study", a practice adopted during 
the research into the hypothesis being tested. 
Using mixed methodologies the research design chosen consisted of four phases; 
1) A literature review of quality frameworks. 
2) A literature survey of the holistically known facts appertaining to quality values and 
expectations within the context of the hypothesis being tested. 
3) Archival Desk Research of Secondary Data Sources 
4) A Case Study involving all of the main stakeholders within the context of an educational 
experience in a university environment. This involved; 
a) An in-depth interview with a member of the senior staff of the university. 
b) The conducting of 5 focus group interviews; one of staff members, one of first year 
undergraduates, one of second and subsequent year undergraduates, one of post graduate 
students having no work experience, and one of post graduate students having had work 
experience. Followed by the development of a framework to measure quality expectations 
within higher education. 
c) The development of a questionnaire instrument compiled from the findings of the previous 
3 phases of the research and applied to a sample population of the students and staff within 
the Napier University of Edinburgh Business School. 
d) An analysis of the questionnaire findings. 
e) A report on conclusions made in relation to the hypothesis under test. 
5.2 Literature Surygy 
The aim of this phase of the research, the outcomes of which are previously covered in 
Chapters 2 Culture and Values, 3 Quality, and 4 Service of this thesis, being qualitative in 
nature was to finalise the research objectives, ascertain the current state of knowledge with 
regards to this subject, and to set the area of study in context with regard to the value 
systems adopted by the main players within the educational experience. 
Using the existing literature it would have been possible to define the relevant values within 
a service industry however the application of such an approach would overlook a number of 
contextual differences between the educational experience and other service industries 
witness the findings of researchers using the SERVQUAL model determinants as 
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previously described. It was therefore necessary to adopt further research techniques to test 
the hypothesis as proposed. 
5.3 Archival Desk Research of Secondpa Data Sources 
Archival desk research was carried out on data from previous Student Satisfaction Surveys 
as carried out by the Napier University of Edinburgh into undergraduate and postgraduate 
student satisfaction levels of certain aspects of university life. 
Data from the research was historic in nature and therefore to a large extent out of date 
which raised questions of current validity with regard to changes in the environment in which 
Higher Education (HE) was undergoing. Furthermore the data was limited in that it only 
partially covered some of the information which could be aligned with student expectations 
and therefore the values that they adopted within the whole of their educational experience. 
No historic data was available which covered the expectations nor value systems of the 
senior management nor of the lecturing staff within the Business School. 
Whilst the data available was of general interest it was not specific enough to the Napier 
University since it drew upon determinants taken from an American Universitys 
questionnaire and results publication. 
5.4 The Case Study 
The specific objective of the Case Study was to explore any linkages between the 
satisfaction / dissatisfaction determinants of stakeholders within the university environment 
through the congruity of their quality expectations and antecedent values. Before 
commencing the Case Study element of the research it first had to be tested against a known 
model to gauge the validity of its content. 
Yin (1994) has stated that there are five components within a case study research design 
which are especially important; 
1) A studys questions. 
2) Its propositions, if any. 
3) Its unit(s) of analysis. 
4) The logic linking the data to the propositions. 
5) The criteria for interpreting the findings. 
This model was used to check the content and methodologies of the hypothesis' research as 
follows: 
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1) The study's questions, i. e.; 
- the who - stakeholders within the education experience. 
- the what - the congruence, if any, of their quality expectations and antecedent values. 
- the where - within univerýity schools / faculties. 
- the how - using a case study which include qualitative and quantitative methodologies. 
- the why - to test the hypothesis with a view to facilitating the future planning of 
programmes of education. 
2) Its propositions (proposals) - as per the aims of the research. 
3) Its unit(s) of analysis - are all of the recognised stakeholder's value systems in relation to 
the 'education experience' and the ranking / priorities by the identification of their 
expectations of the experience which each places upon them. 
4) The logic linking the data to the propositions or pattern matching - as described by 
Campbell (1975) whereby several pieces of information from the same case study may be 
related to some theoretical proposition, i. e. through the use of triangulation of collected 
data. 
5) The criteria for interpreting the findings - by using statistical analysis techniques to show 
the degree of variance or congruence between the value systems of the recognised 
stakeholders. 
Analysis of the foregoing responses to the Yin model and the question raised within the 
hypothesis being tested would indicate that a case study approach and its proposed content 
would be the best model to explore the finkages or otherwise of stakeholder value systems. 
5.5 Focus Groups Interviews 
"An interview, in the true sense of the word, gives an "inner view" of the interviewed 
person, allowing comprehension of the individual, his or her emotions, motivations and 
needs as its central task", (Chirban, 1996). 
The purpose of the interviews was to determine the quality expectations and antecedent 
values of a cross-section of each of the groups identified as representative of the main 
stakeholders within the education experience, i. e. the University's Senior Management Team 
(the policy makers), the Lecturing Staff (the policy deliverers), and the Students (the 
customers of these policies). Once established their validity or otherwise would be tested on 
a wider population by the use of a questionnaire instrument. 
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Invitations to attend Focus Group interviews containing the purpose of the research being 
undertaken, the objectives, and the standards of the interviews in order that informed 
consent could be agreed before an interview commenced were extended to; 
a) the Senior Management bf the University in the form of the Dean of the Business School 
by a personal approach from a member of the research team 
b) the Lecturing Staff of the Business School initially via an open ended electronic mail 
followed by a personal invite from a member of the research team to those selected to attend 
so ensuring that a representative cross-section of staff from different divisions of the school. 
c) the Students via the Lecturing Staff to classes in the Business School from each of the 4 
Undergraduate Years and Post Graduate Full-time Students with no work and Part-time 
Students with work experienced thus ensuring a representation from all of the student 
groupings in the Focus Groups. 
To establish the quality expectations and antecedent values of the senior management of the 
Napier University Business School which were to be used within the construct of the 
questionnaire phase of the testing of the hypothesis a face to face in-depth interview lasting 
two hours was conducted with the Dean of the School. 
To establish the quality expectations and antecedent values of the lecturing staff, first year 
undergraduates, subsequent years undergraduates, post graduate, and post graduate career 
experienced students of the Napier University Business School which were to be used within 
the construct of the questionnaire phase of the testing of the hypothesis a series of 5 focus 
groups, comprising 8-10 representatives from each of the groups as stated were conducted. 
The figure of 8-10 representatives being that as proposed by Belbin (1993) as providing a 
cross section of different types of people, i. e. leader, planner, home-builder, etc., who adopt 
differing attitudes to life's experiences. 
The initial approach chosen to data collection from each of the interviews was with the use 
of Critical Incident Techniques by asking respondents to describe one good experience one 
bad experience which they had had when using service organisations. This methodology has 
been extensively used by other researchers previously referred to within this thesis such as 
Parasuraman, Zeithaml, and Berry, Rokeach, and Hofstede et al., Mathews and Clark, etc. 
and was inspired by the work of Hertzberg et al. (1959) in facilitating the concentration of 
both respondents' and interviewer's minds on the aims of the hypothesis under test. 
Respondents were asked to write in as few words as possible a description or a characteristic 
of one instance when they had a good experience of the education process and a second 
instance when they had a bad experience. This approach ensured that the respondent was not 
influenced by a predetermined list of factors thus facilitating the identification of new factors 
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as described by Johnston and Silvestro (1990), whilst at the same time providing additional 
anecdotal qualitative infonnation to the research team. 
The use of this methodology allowed people to concentrate their attentions upon the subject 
to be discussed. It also aiddd the facilitator to overcome those problems associated within 
group dimensions of time structuring wherein participants go through a series of steps, as 
outlined below, and the problems as researched by Bion of group formation, before feeling 
comfortable within the group and ready to contribute to the discussion in an atmosphere of 
trust: 
Group Time Structuring 
Step I 
1 Withdrawl T R i. e. Say nothing, Lookfor a seat next to someone that I 
think I may be able to talk to - same age, same sex, 
same dress sense, etc. 
2 Ritual I I L e. Good Morning. 
3 Past M S L e. Lovely weather, etc. 
4 Games E K i. e. "at do you think about - is it safe to say what I 
think? 
5 Intimacy L e. In my opinion ....... 
Authentcity 
Bion's theory of Stages of a Group's Formation 
1. Confusion - What am I doing here ? 
2. Dependency - "at's the agenda ? 
3. Flight and Fight - There's nothingfor me here and I don't agree with him / her. 
4. Pairing and Bonding -I think that you are quite right.. I like what he / she said. 
5. Maturity - In my opiniom .......... . It's now safe to say what I think 
With the agreement of the interviewees each interview was audio-taped in order that the 
respondents actual words could be used in analysing the content and emphasis placed upon 
items within the interview. This reduced the problems identified as present within the use of 
interview techniques to gather data of the reliance placed upon the interviewer's memory and 
any bias in transcribing the content of the interview. 
Each of the focus groups lasted for approxirmtely I hour and was lead by a facilitator 
assisted by at least two other researchers. 
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Predetermined, i. e. semi-structured, open ended conversational type questions as described 
by Merton et a]. (1990), and recommended by Calder (1997), were used during each of the 
interviews. These discussion type questions were exploratory in nature to allow the 
discourse to be seen as being, "Somewhere between a meeting and a conversation", Agar 
and MacDonald (1995), and intended as an aid in generating constructs from which a 
questionnaire could be developed for use with a larger population of students and staff 
within the Business School. The content of the predetermined questions used during the 
interviews was based upon the survey of literature on organisational and individual value 
systems, certain aspects of the SERVQUAL model, and a brain storming exercise carried 
out with members of staff from the Napier University. The same group of questions which 
were aligned to the education process to facilitate qualitative analysis, as shown in Appendix 
I a, were used during each interview in order that responses could be cross-checked during 
the interview analysis process. 
To ensure that the group discussion was in line with the aims of the testing of the 
hypothesis fiinnel thinking was adopted to illicit specific behaviours. Respondents were 
encouraged to participate and make their individual views known thus facilitating the 
identification of new quality determinants, e. g. during the Senior Manager's face to face 
interview and the Lecturer's Focus Group interview certain topics were raised as follow-on 
questions to the standard set of questions used during all interviews these are shown in 
Appendix Ib-c. 
5.6 Developing a Framework for Measuring Qualfty in Higher Education 
Analysis of the interviews content began whilst the interviews were being conducted. the 
researcher actively listening and thinking about the meaning of what was being said and 
seeking confirmation and clarification from the interviewees in so doing formulating notes on 
what was important to the interviewee and what was less important. 
To facilitate the understanding of the qualitative data as generated by the face to face 
in-depth interview and the focus groups the following methods of collective summarising 
and analysis were adopted. From this analysis a Framework for Measuring Quality in Higher 
Education was developed. 
a) Written transcripts using the audio taping of the discussions and extensive notes which 
were taken throughout each phase of the focus responses were produced. 
b) Researcher debriefing sessions were conducted at the end of each focus group during 
which researchers voiced their impressions, and ethnographic observations of group 
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member's reactions and nonverbal communications which had taken place throughout the 
discussion process. A record of each debriefing was kept which on analysis showed that 
participation in group events had lead to increase trust levels and that participants 
'opened-up' to reveal their truer selves and thus elements of their core value system in line 
with the observation practices. This procedure is similar to that described by Belk et al. 
(1988) which they termed as mernoing stating that, "Memoing involves sporadic oral or 
written briefings of other team members regarding one's emerging interpretations of data or 
sense of project process". 
A content analysis derived from the list of critical incidents, transcribed audio-taped 
records, researcher notes, and memoing notes from each of the focus group interviews 
resulted in a triangulation tested list of words, events, dates and times, or concepts 
describing possible educational experiences, expectations, values, and practices which could 
be shown to be the basis of a manifestation of core and peripheral values associated with 
that experience. In order to derive the quality values from the anecdotal (qualitative) data 
each anecdote was numbered, summarised, indexed, and then aggregated to produce a 
comprehensive list of values and their frequency of use. This thematic analysis methodology 
was based upon the Utrecht school of phenomenology (Barritt, et al, 1983; van Manen, 
1984,1994: cited in Cohen et al, 2000) which draws on both the Husserlian eidetic 
descriptive and Heideggerian interpretative / hermeneutic approaches. 
The results of this holistic approach suggested, as previous researchers had found whilst 
researching specific service sectors, e. g. Carman (1990); Finn and Lamb (1991); Brown et 
al. (1993); Lehtinen et al. (1996); and numerous others, that certain antecedents of the 
quality values identified existed outside those of the dimensions found within the 
SERVQUAL model of Parasuraman, Zeithand, and Berry (1988) although it was possible 
to make them "fit" by widening the interpretation of the data results. This finding gives 
further evidence of the heterogeneity of service industries and how difficult it is to develop 
an all encompassing framework or model to measure the complex dimensions which 
determine the levels of quality satisfaction within a particular sector of that industry. 
Whilst the methodology used to analyse the focused interview findings is time consuming 
compared to that of using some computer software package such as NUD*IST 
(Nonnumerical Unstructured Data Indexing Searching and Theorising) it has the advantage 
of allowing the researcher a hands-on feel for the data and confirmation of his or her initial 
formulation of what was important to the interviewee and what was less important. 
Additionally the following disadvantages to the use of computer analysis have been identified 
by Kidd and Parshall (2000), "The extent to which the requirements of the software, e. g. 
Page 102 
formatting of transcripts to exploit sollware capabilities, and the routinisation of certain 
analytical tasks might (a) distort the underlying context and meaning of remarks or (b) 
seduce the analysts away from a reflective engagement with the data". 
Table 5.1 shows the analykd outcomes of the focused interviews developed into an initial 
Framework for the Measurement of Quality in Higher Education. Quality expressions were 
allocated in fine with the those of the open focus group semi-structured questions which 
allgned with the education process from Course Design through to Graduation. The 
frequency, interviewee participation, or the amount of time spent on the issues by each of the 
focus groups is indicated by the crosses in the right hand margins. XXX indicating most 
time, etc., X indicating least time, etc. No entry indicating that that issue was not raised by 
that particular group. This is taken as apparent non-importance to that group. 
A Framework for Measuring Quality in Higher Education 
Education 
Process 
Expectations / Values Students Staff Senior 
Management 
Course Design Vocational topics XXX 
Contains transferable knowledge skills XX XX 
Teaching and self-learning balance XX XXX XXX 
Team working involved X 
Course 
Marketing 
Improved job prospects XX XX 
Programme content XXX XXX 
University location XX XX 
Student 
Recruitment 
Entry qualifications XX XX 
Value for money XX 
Social aspects X 
Induction Relevant information X 
Clarity of the Universitys expectations X 
Clearing-up induction problems XX 
Course 
Delivery 
Students trust module content is 
relevant. 
XXX XXX 
Commitment to course - by all 
stakeholders 
XX XXX XXX 
Communications -2 way XXX XXX XXX 
Class sizes - Too big and Too small X 
Length of lectures - Too long X 
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Teaching style - knowledge 
transferable 
XXX 
Teaching style - credible XXX XXX 
Teaching style - tual XXX 
Teaching style - current XXX 
Teaching style - professional XX XXX XXX 
Teaching style - approachable XX 
Course 
Content 
Contains transferable knowledge and 
skills 
XXX XX 
Takes account of student feedback XX 
Commitment to course - by all 
stakeholders 
XX XXX XXX 
Teaching and self learning balance. XX XXX XXX 
Sticks to the planned curriculum XX XXX 
GuidTd reading included. X XX 
Flexible to individual requirements X 
Defined course and module structure X 
Case studies included. X 
Assessment Value for money XX 
Value of the qualification gained XX XX 
Monitoring 2 way communication XXX XXX XXX 
Modular feedback gathered XX XXX 
Unallocated Treated like an adult XXX 
Students should value education XX XX 
Mutual respect XXX XXX XXX 
Identity with University XX XXX XXX 
Lack of social content X 
Management 
Style 
Status of staff XX 
Research bias XX 
Sexist or other bias XX 
Lack of direction and involvement XXX 
No accountability - Blame culture XXX 
I way communication XXX 
Commitment XXX 
Tangibles Availability of computer labs. XX 
Library location XX 
Canteen pricing and quality. XX 
Recreation facilities. X 
Car parking facilities. X 
j Toilet and washroom facilities. X 
fable 5.1 
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Validation of focus group findings has been defined by Nyarnathi and Shuler (1990) as, 
"Having high face validity due to the credibility of comments from participants" validity 
being defined by them as, "The degree to which a procedure really measures what it is 
supposed to measure". Reed and Payton (1997) however contend that this definition of 
validity with regard to qualitative data requires more careful thought and that a more 
appropriate definition of such data may be had by changing the word measure to reflect the 
focus group "Reflecting some broadly defined reality of perceptions or practices". 
The validation of the qualitative data as collated from the various interviews by further 
triangulation of the data by quantitative means therefore forms the basis of the next stage of 
the testing of the hypothesis being researched. 
5.7 The Questionnaire 
The objective of this stage of the Case Study was to test the outcomes of the focus groups 
upon a larger population and to correlate the outcomes of the findings in order that the 
degree of congruence or non-congruence of stakeholder value systems could be established. 
The validation of the outcomes of the qualitative data which was used to build the 
Framework for Measuring Quality in Higher Education was empirically tested using a 
questionnaire instrument developed from the Framework's findings. The questionnaire being 
designed to overcome the known disadvantages of the uses of this method to collect 
quantitative data as described previously in this thesis. 
The final questionnaire, Appendix 2a-d, contains a battery of 70 highly structured 
questions pertaining to the design of the service offered and to the perceived values 
associated with the whole educational experience. The 4 main elements of customer values 
i. e. price, trust, self esteem, reliability as discussed in Values section of this thesis can be 
seen within the questionnaire's content. 
The 70 questions were grouped in sections which aligned with the Education Process, i. e. 
from study programme design to graduation, as shown in the Framework, Table 5.1 A small 
number of the questions directly mapped onto the archival questionnaire as used by the 
Napier University in its Student Satisfaction Survey. This allowed certain aspects of the 
findings of the research questionnaire to be validated by comparison with archival 
information. 
To eliminate the possibility of any ambiguities regarding the wording and / or the content of 
the questions within the questionnaire it was first piloted both on a number of students and 
staff members prior to being released for general distribution. The piloting of questionnaires 
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lead to changes within the layout and the wording of certain questions. Unfortunately the 
pilot did not highlight a subsequent problem in the wording of certain questions, i. e. 
questions 25 and 26, where the use of 'and' in the question could have been interpreted as 
requiring separate questiong or duplicated answers. It was decided that since the 
questionnaire had been distributed to 99% of the sample population by the time that this 
problem was pointed out to the research team it was too late for it to be withdrawn and 
since the wording did not detract from the sentiments of the question posed the data 
gathered would be reliable for the purposes of ascertaining the importance / satisfaction 
levels of the respondent. 
A census of all Lecturing and Senior Management Staff was carried out by distributing 
questionnaires using the University's internal electronic mail system. Initial responses were 
poor, a 10% return, requiring a follow-up reminder as previously discussed, reference 
Wallace and Mellor (1988). This too did not elicit enough responses to make any data 
gathered reliable, producing an increase to 21% of the population. It was decided that a face 
to face, researcher to lecturing staff, distribution may improve the response rate. This was 
carried out and proved to be the case increasing the final response rate to 56% of the 
Lecturing, and 88% of the Senior Management Staff within the Business School. 
During the face to face lecturing staff distribution phase the question of reasons for 
non-completion was gently raised. Typical reasons given for non-responses were; "I get so 
many electronic mails each day which have to be read straight away in case they require an 
immediate response to be bothered with a survey questionnaire", "Have you any idea of the 
amount of work I have to do ?I haven't time to complete a survey", "There are too many 
surveys being carried out by students within the university for me to be bothered with 
another one. We are all, students and stA getting surveyitis and we never seem to see 
anything changing as a result of these surveys despite the results being published. I just don't 
see the point". 
It should however be noted that when the purpose of the questionnaire was explained 
during a face to face request for completion that these recipients were more willing to 
comply with the request, witness the increase in responses. 
To overcome the known weaknesses of response rates by students questionnaires were 
distributed, with the good grace of Lecturing Staff, within the classroom (working) 
environment with recipients being given time to complete their questionnaires. A member of 
the research team was in attendance throughout the process to answer any problems 
encountered with the wording or sentiment of the content of the questionnaire. 
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Distribution of the questionnaires took place during the months of November 2001 and 
January 2002 both months being out with any holiday or examination periods. 
The selection of the student sample being made by requesting Lecturers to set aside a 
proportion of their lecturing time to allow their Students to complete a questionnaire 
instrument. Classes were selected on the basis that they represented a cross-section of all of 
the years of study and types of programme, i. e. Undergraduate Students in Years 1,2,3, and 
4, and Full-time, and Part-time Postgraduate Students, within the Business School. 
Students from the sample groups were asked to indicate their perceptions of the importance 
or unimportance of the content of the questionnaire to them and also to indicate how 
satisfied or dissatisfied they had been with the aspects of the education experience as 
outlined within the questionnaire by placing a tick in the appropriate box of a one to five 
point Likert-type scale which ranged from I= Totally Unimportant or Very Dissatisfied to 5 
= Very Important or Very Satisfied. 
The importance element of the questionnaire being used to established, within the analysis 
of the data gathered, if there were certain values which were primarily the source of 
importance and others which were unimportant or irrelevant. These outcomes, it is argued, 
l9ading to an understanding of the role of different aspects of the educational experience and 
the generalised evaluation of which values are seen as core and which peripheral within the 
student value systenL 
The satisfaction / dissatisfaction element of the questionnaire being used as a measure of the 
perceived levels of customer service being currently given by the Business School to its 
customers, i. e. its student population. 
Staff and Managers were asked to complete a similarly worded questionnaire but only 
indicating the importance to them of the aspects of the questionnaire's content, Appendix 2 
c-d, i. e. from I= Totally Unimportant to 5= Very Important. The results of this data being 
used to test the congruence, or otherwise, of their value systems with those of the student 
population. 
5.7.1 Questionnaire Responses 
It is recognised that in any research involving recipients being asked to complete a 
questionnaire the size of the return in comparison to the population sample is indicative of 
the populations feelings on the subject being researched, e. g. low polls during elections may 
indicate apathy with the democratic process. Consideration must therefore be given to 
introducing weighting factors during analysis of results in such situations. Fortunately on this 
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occasion, largely due to the method of distribution as previously described, such a 
consideration did not arise since of the classes made available only two student 
questionnaires were totally spoiled leading. It is accepted that the overall percentage sample 
size of 14% of the student population may not be representative in numerical terms of the 
total population. However the distribution does represent a cross-section of all facets of 
that population and given this caveat the data collected can be used to make valid 
assumptions for a larger population. Only 2 Lecturer's refusals to complete the questionnaire 
were encountered Staff unavailability again being the reason for non-responses during the 
distribution phases. However a final response rate of 56 % is seen as providing valid data. 
Only one Senior Manager was unavailable during the period of the research giving an 88% 
response rate. 
A summary of the questionnaire responses from the Napier University Business School by 
Student Year, Lecturers, and Senior Management is shown in Table 5.2. 
Questionnaire Responses 
Year Actual Sample % Sample 
1 675 74 11% 
2 556 126 23% 
3 791 56 7% 
469 101 22% 
Post Graduate 694 84 12% 
Student Totals 3,185 441 14% 
Lecturers 114 64 56% 
Senior Managers -8 7 88% 
Table 5.2 
5.8 The Questionnaire Data Set 
The Student Data Set of Importance, Satisfaction, and the resultant Gaps and for the 
Importance for the Lecturer, Senior Managers and Administration Staff sample populations 
were calculated by aggregating the means of questionnaire answers using a Windows 98 
computer package. The results of these calculations can be seen in Appendix 3a. 
To facillitate the easier understanding of certain of the Tables in this section of the thesis in 
which reference is made to the questionnaire's question numbers Table 5.3 shows the 
question numbers and their content areas. 
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Questionnaire Reference 
Question Content / Area Question Content / Area 
1 Course Design - Improve 40 Award - Qualification of Value 
2 Course Design - Trsfrable skills 41 Award - Value for money. 
3 Course Design - Balance 42 Course Content - Compatibility 
4 Course design - Team working 43 Course Content - Flexibility 
5 Course Design - Lifelong skills 44 Programme -Academic 
6 Improved Job Prospects 45 Monitoring - Two way comms. 
7 Student Recruftment - Entry 46 Monitoring - Modular feedback 
8 Student Recruitment - 47 Monitorinp, - Course feedback 
9 Student Recruitment - Social 48 Tangibles - Audiovisual equip 
10 Marketing - Programme value 49 Tangibles - Laboratory equip.. 
11 Induction - Into relevant to 50 Tangibles - Classrooms Stndrd 
12 Induction - personal study time 51 Computers -Availability 
13 Induction - Course assessment. 52 Computers - Quality 
14 Induction - Into notice-boards. 53 Library- Content 
15 Induction - Into fees paid. 54 Library - Space 
16 Induction - Into programme. 55 Library - OPening Hours 
17 Induction - Into in class. 56 Library - Location 
18a Commitment -University 57 Tangibles - Toilets facilities. 
18b Commitment - Lecturers 58 Tangibles - Car parking. 
18c Commitment - Students 59 Tangibles- Recreation facilities. 
19 Module Content-Relevant 60 Tangibles - Sports facilities. _ 20 Module Content -Current 61_ Tangibles - Sports faciltis times 
21 Lectures - Too Long 62 Tangibles - Refectories costs.. 
22 Course Delivery - Class sizes 63 Tanp-ibles - Refectories foods. 
23 Teaching Style-Tfrs 64 Misc* - Identity with 
24 Teaching stvle - Personal skills. 65 Misc. - Identity with Bus 
25 Teaching style - Credible 66 Misc. - Treated as Adults 
26 Teaching Style - Professional 67 Misc. - Treated as Individual 
27 Teaching Style - Approachable 68 Misc-Mutual respect 
28 Teaching Style - Self Learning. 
29 Guided Reading 
30 Case Studies in Programme 
31 Course Delivery- Comms. 
32 Module Delivery - On 
33 Tutorials - Relevant 
34 Tutorials - Levels of support. 
35 Tutorials - Levels of material. 
36 Tutorials - Assessment 
37 Tutorials - Subject knowledge. 
38 Tutorials - Assessment 
39 Tutorials - Feedback timing. 
Table 5.3 
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5.8.1 The Distribution of Questionnaire Responses 
The distribution of all of the Importance and Satisfaction responses to the questionnaire 
instrument can be seen in the Bar Charts and Box Plots in Figures 5.1,5.2, and 5.3. 
Importance Distribution of Responses 
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Figure 5.1 
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Satisfaction Distribution of Responses 
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As can be seen from an examination of the Figures 5.1 and 5.2 confirmed by median 
responses within figure 5.3 both the Importance and the Satisfaction distributions are 
generally normal. 
_I 
0 
Page III 
Throughout this thesis it is recognised that the Case Study Data Set represents a snapshot in 
time of the feelings taken from a sample of the overall population of only the Napier 
University Business School'in response to a questionnaire instruments. All analysis and 
subsequent findings are made in relation to this situation unless otherwise stated for 
generalisability. 
The concept of measuring the Gap between Importance or expectation of a service and the 
Satisfaction gained or the Satisfaction / Dissatisfaction paradigm, as discussed in the Service 
Section of this thesis, has raised considerable controversy among academics and quality 
professionals such as Teas (I 993b), Cronin and Taylor (1994), etc. It is recognised that the 
validity in using such a method raises the question of measurement compatibility. This is 
especially difficult when dealing with the soft measures of people's feelings in the Service 
environment. Recognising these failings and since to date no other model has provided 
working data the Gap paradigm is used in calculations used to highlight areas of concern 
within the learning experience as discussed throughout this thesis. 
It is accepted that throughout the analysis of the Case Study Data Set that this represents a 
snapshot of the respondents feelings at one particular moment in time which is standard 
practice in using a questionnaire instrument to examine a particular issue within a sample 
population. 
Student Importance / Satisfaction ratings for each question were plotted, as shown in 
scatter plot diagram Figure 5.4, to identify areas of strengths and weaknesses through high 
Importance and low Satisfaction. Desirable strengths being located in the top right quadrant 
of the figure and identified weaknesses located in the bottom right quadrant. 
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Student Importance/ Satisfaction Ratings 
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The overall results indicated that there was a range Gap between the Importance mean 
score which ranges from 3.65 to 4.45 and the Satisfaction mean score which ranges from 
2.64 to 3.73. 
The calculations showed that there were 15 questions, or 21% (akin to an 80 : 20 split of 
the vital few values and the useful many as previously discussed within this thesis) of the 
total battery, where there were areas of concern due to their degree of significant 
dissatisfaction, i. e. where the results had a Gap of I or more between the Importance and 
Satisfaction scores. Dissatisfaction negative evaluations being shown as being, "Core parts 
of the service on the basis that if they are core and satisfactory they will not impact upon the 
overall evaluation, i. e. they will be taken for granted", Gabbott and Hogg (1997). 
To test the findings of the Gap analysis in relationship to what Students see as Important 
within the questionnaire the following formula was used; I( I-S). These indicated that in first 
4 of the 15 Gaps of >I there was a direct correlationship in ranking whilst in 8 of the 15 >I 
Gaps an indirect relationship existed giving a certain validity to the use of the Gap findings 
in discussion regarding the areas of concern within the Case Study Data Set. The results for 
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each of the questions within the instrument for Gap x Importance findings are shown in 
Appendix 3b. 
Table 5.4 shows those 15 questions having a Gap of >I in ranking order of Gap, and the 
Importance multiplied by the Gap for positions I to 15 and their Question number and areas 
associated within the the questionnaire. 
Student Importance to Satisfaction Gaps >1 and Importance x Gap Positions 1 to 15 
Ranking Gap Qst Imp Qst Area having Gap >1 within the Questionnaire 
x Findings 
Gap 
1st 1.26 39 5.51 39 Tutorials - Time scales for feedback on 
assessments. 
2nd 1.20. 51 5.27 51 Tangibles - Availability of computer equipment. 
3rd 1.03 53 5.18 53 Tangibles - Library - Sufficient books and 
journals. 
4th 1.03 45 4.91 41 Monitoring - Two way communications. 
5th 1.12 46 4.82 18b Monitoring - Modular feedback acted upon by 
University. 
6th 1.09 47 4.82 45 Monitoring - Course feedback acted upon. 
7th 1.06 18a 4.76 18a Course Delivery - Commitment to learning 
programme by the University. 
8th 1.06 62 4.75 46 Tangibles - Refectories providing value for 
money. 
9th 1.05 18b 4.63 47 Course Delivery - Commitment to learning 
programme by the Lecturers. 
10th 1.04 41 4.50. 41 Assessment / Award - Qualifications gained are 
of value. 
11th 1.03 52 4.45 26 Tangibles - Quality of computer equipment. 
12th 1.02 10 4.45 56 Student Recruitment - Programme represents 
value for money. 
13th 1.01 58 Tangibles - Car parking 
14th 1.01 63 Tangibles - Refectories provide balanced range 
of food 
15th 1.00 26 Teaching style - Effective and Professional. 
Table 5.4 
Page 114 
Using the Gap analysis figure of 15 questions as a benchmark an examination of the 
relationship between the Student Importance and Satisfaction results can be seen in Table 
5.5. This shows the prioritised first 15, i. e. I st to 15th positions, for the Importance and 
Satisfaction data set results; in a numeric format and their areas within the questionnaire. 
Student's Importance and Satisfaction Hierarchies 
Importance Satisfaction 
Posn Qst Area Posn Qst Area 
1 41 Assessment / Award - of 
Value 
1 19 Module Content-Relevant 
2 18b Commitment - Lecturers 2 41 Assessment / Award- of 
Value 
3 53 Library- Content 3 21 Lectures - Too Long 
4 55 Library - Opening Hours 4 54 Library - Space 
5 18a Commitment -University 5 55 Library - Opening Hours 
6 56 Library - Location 6 32 Module Delivery - as per 
Schedule 
7 20 Module Content -Current 7 20 Module Content -Current 
8 6 Improved Job Prospects 8 28 Teaching Style - 
Independent Learning. 
9 26 Teaching Style - 
Professional 
9 44 Programme -Academic 
Content 
10 19 Module Content-Relevant IT 30 Case Studies in 
Programme 
It 27 Teaching Style - 
Approachable 
11 29 Guided Reading 
12 23 Teaching Style - 
Transfers Knowledge 
12 38 Tutorials - Assessment 
13 54 Library -Space 13 18b Commitment - Lecturers. 
14 51 Computers -Availability 14 27 
_ Teaching Style - 
Approac able 
33 Tutorials -Relevant 15 66 Misc.. - Treated as Adults`ý 
Table 5.5 
The Table shows that approximately 50% of those questions having a high priority 
Importance rating also appear in the Satisfaction rating. It should be noted however that 
despite their congruence within the benchmarked 15 question analysis that their are 
considerable disparities in the Importance and Satisfaction scores that these questions have 
been given by the respondents. Of the 15 questions shown in Table 5.5 (Importance, 
Satisfaction Hierarchies), six indicated a significant difference Gap of >I as shown in Table 
5.4. (Importance to Satisfaction Gaps > 1). 
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An examination of the relationship between the Student Importance results and the 
Importance results of the Lecturers and Senior Management using the Gap analysis figure of 
15 questions as a benchmark can be seen in Table 5.5. This shows the prioritised first 15 
data set results in a numeric- format and their areas within the questionnaire for each of the 
stakeholder groups. Colour coding is used merely to assist in identifying any congruence of 
relationships. 
The results from all 70 questions of Importance / Satisfaction / Resultant Gaps from All 
Students, Lecturers, Senior Managers, and Administrators are shown in Appendix 3a. 
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Data Set Students / Lecturers / Senior Managers Importance Hierarchies 
Posn Students Lecturers Senior 
Import Area Import Area Mangers Area 
Question Import 
Question Number Question 
Number 
Ist 41 Assessment 18b Commit- 18b Commit- 
/ Award ment ment 
2nd 18b Commit- 18c Commit- 41 Assesment 
ment ment Award 
3rd 53 Library - Commit- 68 Misc. 
Content ment 
4th 55 Library - 41 Assessment 31 Comms - 
Hours / Award 2 Way 
5th 01 a Commit- 53 Library - 67 Misc. 
ment Content 
6th 56 Library - 68 Misc. 66 Misc. 
Location 
7th 20 Course 28 Course 37 Tutorials 
Content Delive 
8th 6 3ob 20 Course 53 Library - 
Prospects Content Content 
9th 26 Teaching 27 Teaching Library - 
Style Style Space 
10th 19 Course 26 Teaching 44 Academic 
Content Style Content 
Ilth 27 Teaching 34 Tutorials - 28 Course 
Style Support Delivery 
12th 23 Teaching 39 Tutorials - 39 Tutorials - 
S le Feedback Feedback 
13th 5 Librrary - 19 Course 36 Tutorials - 
Sp cc Space Content Assessmnt 
14th 51 Computers 33 Tutorials 20 Course 
-Relevant . nj Content 
15th 33 Tutorials - 31 Comms. - 55 Library - 
Relevant 
. 
2 Way Hours 
Table 5.6 
To assist in identifying the shared values of Importance between each of the stakeholder 
groups Table 5.7 shows, by the use of colour coding, the relationships of the 15 
benchmarked questions as set out in Table 5.5. 
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Stakeholder Shared Importance Values 
Priority 
Position 
All Students 
Question Area 
Lecturers 
Question Area 
Senior Managers 
Question Area 
Ist 41 - Assessment 18b - Commitment l8b - Commitment 
2nd 18b - Commitment 18c - Commitment 41 - Assessment 
3rd 53 - Library 68 - Misc. Respect 
4th 55 - Library 41 - Assessment 31 - Comms. 
5th 18a - Commitment 53 - Librarv 67 - Misc. Respect 
6th 56 - Library 68 - Misc. Respect 66 - Misc. Respect 
7th L20 - Course Content 28 - Course Delivery 37 - Tutorials 
8th 6- Job Prospects 20 - Course (I ontent 
. 53- Library 
9th 26 - Teaching Style 27 - Teaching Style :0 
I Oth 19 - Course Content 26 - Teaching Style 44 - Cotirse Content 
11th 27 - Teaching Style 34 -Tutorials 28 - Course Delivery 
12th 23 - Teaching Style 39 - Tutorials 39 - Tutorials 
13th 19 - Course Content 36 - Tutorials 
14th 
15th 
51 - Computers 33 - Tutorials 
31 - Communicationw", 'ýý'ý I- 
20 -Course Content 
I 
Key 
All Students / Lecturers / Senior Managers (Total of 4 Shared 
Values). 
All Students / Lecturers (Total of 5 Shared Values). 
All Students / Senior Managers (Total of 2 Shared Values). 
Lecturers / Managers (Total of 4 Shared Values). 
Non Shared Value 
Table 5.7 
Whilst the positioning of question results may not directly match between each of the 
stakeholder's the Table does indicate that an overall degree of congruence of Importance for 
the first 15 questionnaire results does exists between the Students and the Lecturers and to a 
much lesser extent between the Students and the Senior Managers. The testing of the 
overall degree congruence or otherwise of the three stakeholders fonned the analysis of the 
data set and the proof of the main hypothesis under test. 
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5.8.1 Data Set Analysis 
The data gathered from the survey was analysed using SPSS Inc. release 10. This tool was 
selected primarily because of the extensive range of features which it offers and also for the 
good reputation which it enjoys amongst its users. 
The approach to this analysis was; 
1) to test the reliability of the data gathered, 
2) to test the reliability of the structure of the framework of measurement using commonality 
factor analysis, 
3) to prioritise the importance and gap measures of the various groups identified within the 
questionnaire distribution, 
4) to analyse relationships that may or may not exist between variables by identifying 
significant differences between stakeholder groups using SPSS ANOVA techniques. 
These process outcomes being used to test the congruence or non-congruence of the main 
stakeholder groups. 
Throughout the analysis it is assumed that the 'I' to '5' Likert scales, previously referred 
to, used are linearly spaced, that is to say the difference between 'I' and '2' for example is 
the same as the difference between '2' and '3'. It could be argued that the first and final 
scores may only give disproportionately extreme cases hence should be weighted more 
heavily. However neither the responses obtained nor the triangulation of the results with 
those of the focus group interviews suggest that making this assumption has significantly 
affected the results. Where questionnaire respondents have answered most but not all of the 
questions analysis has been conducted on those questions completed. 
5.8.2 Data Set Reliabilily 
The internal reliability of the questionnaire results found was examined using an extension of 
the split-half internal consistency of reliability test devised Cronbach (195 1). His alpha test 
calculates the average of all possible split-half reliability coefficients from quantitative data 
collated from psychological measurements. The test generates a coefficient which varies 
between 0 and I the nearer the result is to 1, and preferably at over 0.8, the more internally 
reliable is the scale. 
Internal reliability is particularly important when using multi-item scales since it raises the 
question of whether each scale is measuring a single idea and hence whether the items that 
make up the scale are internally consistent. 
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The difference in the number of items as shown in the Table between Items Student and 
Items Lecturers and Managers was brought about during the distribution of the 
questionnaire one question being ornitted from the electronic distribution to Lecturers and 
Managers resulting in thcrc'being 69 number of Items asked of these recipients. Due 
cognisance of this situation was taken throughout the calculation of any data with the 
content of this researclL 
The results of the Cronbach alpha test are show in Table 5.8. 
Cronbach's Alpha 
Respondents Number of Cases Number of Items Alpha 
_ AR 473 69 0.94 
Students 431 70 0.95 
Lecturers 38 69 0.94 
Managers 4 69 
_0.88 
Table 5.8 
As all alpha coefficients he within the scale of 0.95 to 0.88, as shown, the data is internally 
reliable. The Number of Cases shown refers to the total number of questionnaires having all 
of the questions within the battery completed from each of the respondent groups. All 
partially completed questionnaires were also included within any analysis of the data set. 
5.8.3 Questionnaire and Framework VaHdfty- 
Buttle (1995) has identified a number of operational issues within the usage of the 
SERVQUAL model which are also of concern within the context of the validity of the 
framework used to test the hypothesis being researched namely "Face and Construct 
VaUdity". 
Face validity is concerned with the extent to which a scale appears to measure what it 
purports to measure. 
Construct validity generally, "Is used to refer to the vertical correspondence between the 
construct which is at an unobservable, conceptual level and a purported measure assessing 
the magnitude and direction of-, (a) aH of the characteristics, (b) only the characteristics of 
the construct it is purported to assess", Peter (198 1). 
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The validity of the battery of questions used within the questionnaire was tested by rnapping 
the outcomes of those questions contained within the Case Study questionnaire with those 
with similar wording within the Napier Universities Business School Student Satisfactory 
Survey of March 2002. 
The outcomes of directly mapped questions means of Importance and Satisfaction are 
shown in Table 5.9. 
Importance and Satisfaction Mapped Questions Results of the Case Study 
Questionnaire to Napier Universities Business School Student Satisfactory Survey of 
March 2002. 
Correlated 
Question 
Numbers 
Importance 
Case Study 
Result 
Importance 
University 
Result 
Satisfaction 
Case Study 
Result 
Satisfaction 
University 
Result 
3 3.97 4.06 3.42 3.48 
16 4.10 4.12 3.19 3.22 
17 4.05 4.08 3.34 3.37 
22 4.16 4.07 3.47 3.62 
31 4.30 4.28 3.43 3.28 
32 4.04 4.22 3.62 3.27 
39 4.37 4.18 3.11 3.07 
46 4.24 4.05 3.12- 3.11 
49 3.58 3.99 3.32 3.23 
50 4.04 3.94 3.32 3.20 
51 4.39 4.40 3.18 3.59 
52 4.37 4.42 3.34 3.49 
53 4.58 4.47 3.45 3.29 
55 4.39 4.44 3.62 3.69 
Table 5.9 
As can be seen in the Table in all but one mapping outcome, (question 49) in the 
Importance, and one mapping outcome, (question 5 1) in the Satisfaction, the outcomes of 
the 14 questions, i. e. 28 answers, are within plus or minus 5% of each other. It is therefore 
argued that there is evidence of the validity of the questionnaire framework and of it's face 
validity as defined by Buttle (1995). 
In addition to the foregoing the structure and factorial validity of the questionnaire 
instrument and by implication of the Frarnework for Measuring Quality in Higher Education 
was tested using factor analysis on the questionnaire data set outcomes. The type of factor 
analysis used was Orthogonal Rotation which has the advantage of producing factors which 
Page 121 
are unrelated to or independent of one another each question's score then being seen as 
stand alone and not influencing others within any grouping. 
The method used was a Rotated Component Matrix with a suppressed absolute value of 
0.5 . The groupings of the results from this factor analysis align with the proposed 
Framework in all but a very few cases. These cases can be explained by the use of the 0.5 
absolute value. If a lower figure had been used then the analysis would align even fin-ther 
however this would have introduce too many variants which would have made the resultant 
data set less understandable and the figure of 0.5 was adopted as being the most suitable. 
Further examination of the sequence of question numbers and their results showed that only 
three questions, questions 4 (class team working), 7 (entry qualifications), and 10 (value for 
money), could not be identified readily within a grouping, other non-scoring questions 
following-on directly within a grouping's sequence indicative of allgnment within that group. 
Consideration would therefore be given to the inclusion these three questions or 
repositioning them within the structure of the questionnaire in any future usage of the 
framework methodology. 
Due cognisance being taken of this issue, whilst still within the definition of construct 
validity by Peter (198 1), the overall reliability of the proposed Framework and 
Questionnaire structure can be accepted as valid. 
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5.8.4 Test of Hypothesis I (the Main Hypothesis Under Test) 
Hypothesis 1: Levels of customer (All Students) satisfaction are directly related to the 
congruence of the value systems of the stakeholders (All Students / Lecturers / Senior 
Managers) within a service consumption. 
The results from the Case Study questionnaire survey were analysed using the One-Way 
ANOVA facility of the SPSS computer package. This tested for the significant differences 
between the mean importance results of the three main stakeholder groups' data set for each 
question within the questionnaire battery. A result of < 0.05 , i. e. 5%, was seen as being a 
significant difference. 
The test outcomes indicated that 14 of the 69 questions of the battery had a significant 
difference between the groups, i. e. All of the Students, the Lecturers, and the Senior 
Management. Uncannily this represents a split in the numbers of answered questions of 
79.9% insignificant diffierences and 20.1% significant differences, i. e. an 80 : 20 split as 
discussed elsewhere within this thesis. 
The ANOVA test result indicating the fourteen questions having a significant differences of 
means is shown in Table 5.10. 
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One-Way ANOVA Test Outcomes 
Question Sig. Difference 
3 Course Design -A balance between teaching and self 0.00 
learning. 
6 Course Marketing - General enhancement of student's job 0.00 
prospects. 
7 Student Recruitment - Entry qualifications adequate to 0.02 
underpin the course undertaken. 
8 Student Recruitment - The University situated in a 0.00 
cosmopolitan area. 
18a Course Delivery - Commitment to learning programme by 0.02 
the University. 
l8b Course Delivery - Commitment to learning programme by 0.00 
the Lecturers. 
18c Course Delivery - Commitment to learning programme by 0.00 
Students. 
28 Course Delivery - Teaching staff encourage independent 0.00 
learning. 
30 Course Delivery - Case studies are built into the 0.00 
programme of learning. 
36 Tutorials -A process for the assessment of studies built 0.03 
into work 
42 Course Content - Compatibility with any part-time work 0.00 
undertaken by students. 
43 Course Content - Flexibility to meet individual 0.00 
requirements.. 
59 Tangibles - Recreation facilities. 0.00 
68 Miscellaneous -An atmosphere of mutual respect between 0.02 
Students and all University Staff. 
Table 5.10 
Given the statistics analysed from the data set produced by the questionnaire it is argued 
that proof of the hypothesis under test can be validated by examining the relationship 
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between the results obtained from those questions having the highest level of Student 
(customer) dissatisfaction, i. e. those questions with a satisfaction / dissatisfaction gap of I or 
more, and those questions which indicate a significant difference in their congruence of 
means of the three groups t6sted, i. e. those having a significant difference of 0.05, i. e. 5%, or 
less. 
It is argued that for the hypothesis to be valid there should be a degree of direct correlation 
between the two sets of results. 
The relationship of those questions where the degree of non-congruence was significant, i. e. 
the fourteen questions as found with the ANOVA test, with those of the equivalent first 
fourteen in hierarchical Student Satisfaction / Dissatisfaction Gap was examined using the 
Pattern Matching methodology, whereby several pieces of information from the same Case 
Study may be related to some theoretical proposition sources as described previously in this 
thesis, Campbell (1975), are shown in Table 5.11. 
Pattern Matching of Student Satisfaction / Dissatisfaction Gap and ANOVA Test 
Results 
Student 
ANOVA Satisfaction Student 
FINDINGS ANOVA RESULTS Satisfaction / Dissatisfaction 
Having Question Areas Dissatisfact Gap 1 
Significant Explored Question Areas 
Differences Gap >I Explored 
Course Design -A 
Q3 balance between 
teaching and learmng. 
Course Marketing - 
Q6 Enhancement ofjob 
prospects. 
Q7 
Student Recruitment - 
Entry qu lifications. 
Q8 
Student Recruitment - 
University location 
Student Recruitment - 
Q10 Progarnme represents value for 
money. 
Course Delivery - Course Delivery - 
Q 18a Commitment to 
learning Q 18a Commitment to learning 
programme by the programme by the University. 
University. 
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Course Delivery - Course Delivery - 
Q 18b 
Commitment to learning Q l8b 
Commitment to learning 
programme by the programme by the Lecturers. 
Lecturers. 
Course Delivery - 
Q 18c 
Commitment to learning 
progranune, by 
Students. 
Course Delivery - 
Q 28 Encourage independent 
learnin 
Q 30 
Course Delivery - Case 
studies in progranune. 
Tutorials - Assessment 
Q 36 of studies built into 
work 
Q 39 
Tutorials - time scales for 
feedback on assessments. 
Assessment / Award 
Q 41 Qualifications gained are of 
value. 
Course Content - 
Q 42 Compatibility with 
part-time work. 
Course Content - 
Q 43 Flexibility to meet 
individual needs. 
Q 45 
Monitoring - Two way 
communications. 
Monitoring - Modular 
Q 46 feedback acted upon by 
University. 
Monitoring - Course feedback Q 47 
acted upon by University. 
Q 51 
Tangibles - Avaflabflity of 
computer equipment. 
Q 52 
Tangibles - Quafity of 
computer equipment. 
Tangibles - Sufficient books Q 53 
and journals. 
Q 58 Tangibles - Car parking. 
59 Tangibles - Recreation. 
Q 62 Tangibles - Refectories 
provide value for money 
Q 63 Tangibles - Refectories 
provide balanced range of food. 
MisceHaneous -Mutual 
Q 68 respect between 
Students and Staff. 
Table 5.11 
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As can be seen from the matching outcomes in Table 5.11 accrtain degree of congruence 
of the two results being examined exists within the areas of the questionnaire, i. e. Course 
Delivery, Tangibles, etc. 11dwever closer examination of the question content identifies only 
one area of values congruence that being the question of commitment of the University and 
the Lecturing Staff to the programme of learning. 
As a result of these empirical findings and theoretical reasoning it is argued that within the 
research undertaken in the Business School of the Napier University Edinburgh on this 
occasion that the hypothesis under test, i. e. Levels of customer (All Students) satisfaction 
are directly related to the congruence of value systems as shown by the importance that they 
place upon certain values within their system by the stakeholders (AH Students / Lecturers 
Senior Managers) in a service consumption is rejected. 
5.8.5 Further Analysis of Data Set Findings 
To investigate the possible reasons for the outcomes of the hypothesis under test and to 
examine certain themes thrown up by the questionnaire findings a series of hypothesis were 
tested using the data set as produced from the Case Study questionnaire. 
5.8.5.1 Hypothesis 11 
Hypothesis 11 : Within an educational experience one group of stakeholders will 
display fewer shared values with other stakeholders. 
To identify the congruence of importance which each group placed upon aspects of the 
educational experience, as outlined within the questionnaire, to the other groups a series of 
Analysis of Compared Means - Independent T-Tests were carried out using the Case Study 
data set. 
Table 5.12 shows, by number, those questions where significant differences between the 
means of the selected T-Test results and those of the overall ANOVA test were found. 
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Specific Independent T-Test and All Stakeholder ANOVA Comparisons 
T-Test T-Test T-Test One-Way 
Lecturers 
Students 
Importance 
Significant 
Differences 
Managers 
Students 
Importance 
Significant 
Differences 
Lecturers 
Managers 
Importance 
Significant 
Differences 
All 
ANOVA 
Importance 
Significant 
Differences 
Question 
Number - Area 
Question 
Number - Area 
Question 
Number - Area 
Question 
Number - Area 
3 -Course Design 3 -Course Design 
6- Job Prospects. 6- Job Prospects 6 -Job, Pros ects 
7- Entry 
Qualifications. 
7- Entry 
ualifications. 
8- University 
Location 
8- University 
Location 
18a - Commitment 18a - Commitment 18a - Commitment 
18b - Commitment 18b - Commitment 
18c - Commitment 18c - Commitment 18c - Commitment 
22 - Class sizes 
27 - Teaching Style 
28 - Independent 
Learning. 
28 -Independent 
Learning. 
30 - Case studies in 
programme. 
I 30 - Case studies in 
programme. 
30 - Case studies in 
programme. 
34 - Tutorials 
36 - Tutorials 36 - Tutorials 
40 - Qualification 
of Value 
42 - Compatibility 42 - Compatibility 42 - Compatibj! jty_ 
43 - Flexibility 43 - Flexibility 43 - Flexibility 
49 - Laboratory 
equip.. 
58 -Car parking. 
59 - Recreation 59 - Recreation 59 - Recreation 
60 - Sports 
facilities. 
60 - Sports 
facilities. 
61 - Sports opening 
times. 
61 - Sports opening 
times. 
63 - Refectories 
68 - Mutual 
Respect 
68 - Mutual 
Respect 
Table 5.12 
The Table shows that the Lecturer / Student relationship is largely congruent to the total 
ANOVA findings the T-Test significant differences figures agreeing with 13 of the 14 
Page 128 
ANOVA significant differences. There are also three additional questions where there are 
differences specific to the Lecturer / Student relationship. The three additional questions 
indicating differences being, 22 (class sizes), 34 (tutorial academic support), 49 (standard of 
laboratory equipment available). Two of the additional firidings questions 22 (class sizes), 
and 49 (standard of laboratory equipment available) show significant differences in the 
Importance hierarchies of aggregated means between the Lecturers and the Students 
however the likelihood of this finding is that the Lecturers feel that the issue is out with their 
province in regard to changing the current situation and consequently they have given both 
of these question areas low priority in their level of Importance. The other question, 
question 34 (tutorial academic support), is interesting in that the Lecturers have given this 
area a higher position and score within their Importance hierarchy than the Students whose 
level of Importance to Satisfaction Gap whflst approaching the significance Gap of >I does 
not cause alarm bells to ring but does indicate the further investigation may indicate items 
within the questions area which need addressing. 
Examination of the Management / Student relationship shows that of the 8 areas of 
non-congruence found from the T-Test results 3 additional questions are particular to that 
relationship, 58 (car parking), 60 (sports facilities), and 61 (sports facilities availability), the 
other 5 appearing in the ANOVA findings. None of the additional questions found by the 
T-Test feature within the first 60 positions in the Importance hierarchies of aggregated 
means of either the Students nor the Managers and are therefore likely to be discounted in 
any change progarnme to the overall learning prograrnme. 
Finally the examination of the Lecturer / Managers relationship shows that there are 8 areas 
of non-congruence 4 of which are additional to the overall ANOVA findings those being 27 
(approachability of lecturing staff), 40 (qualification is value for money), 60 (sports 
facilities), and 61 (sports facilities availability). Two of the additional findings questions 27 
(approachability of lecturing staff), 40 (qualification is value for money) show significant 
differences in the Importance hierarchies of aggregated means between the Lecturers and the 
Senior Management which should require finther investigation and perhaps reappraisal of 
the Importance which both parties place upon the subject matter. The other two questions 
do not feature highly in the Importance hierarchies of aggregated means as found in the 
Management / Student relationship with a likely similar result. 
The appearance of questions 60 (sports facilities), and 61 (sports facilities availability). 
in both the Management / Student and Management / Lecturer non-congruence of means 
within the T-Test results could be explained by carrying out a further study of the use to 
which the three main stakeholder groups make of these facilities. 
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From the foregoing examination of relationships and the Table display it can be seen that the 
common factor in the T-Test to ANOVA study is the student body as a whole, i. e. the 
customers, and that that body has a greater influence than any of the other main stakeholders 
on the levels of the ANOVA findings of non-congruence of quality values within the 
educational experience. 
On the basis of this evidence it is argued that the hypothesis that, 'Within an educational 
experience one group of stakeholders will display fewer shared values with other 
stakeholders', can be accepted. 
5.8.5.2 Hypothesis III 
Hypothesis III : Within an educational experience two groups of stakeholders will 
display fewer shared values with other stakeholders. 
Accepting the previous hypothesis as true an examination of the T-Test results as shown in 
Table 5.12 indicated that the greatest difference in congruence of values existed between the 
Lecturing Staff and the Students as a-group. 
Table 5.13 shows the question number of those questions and their areas within the 
questionnaire whose T-Test outcomes had a compaj: ison difference of < 0.05. 
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Lecturer / Students Independent T-Test Findings 
T-Test 
Lecturers 
All Students 
Importance 
< 0.05 
T-TEST RESULTS 
Question Areas 
Explored 
Q3 Course Design -A balance between teaching and learning. 
Q6 Course Marketing - General enhancement of students job prospects. 
Q7 Student Recruitment - Entry qualifications for the course undertaken. 
Q8 Course Marketing - University situated in a cosmopolitan area. 
Q18a Course Delivery - Commitment to learning programme by the 
University. 
Q18b Course Delivery - Commitment to learning programme by the 
Lecturers. 
Q18C Course Delivery - Commitment to learning programme by the 
Students. 
Q22 Course Delivery - Class sizes too big. 
Q28 Course Delivery - Encourage independent learning. 
Q30 Course Delivery - Case studies in programme. 
Q34 Tutorials - level of academic support. 
Q36 Tutorials - Assessment of studies built into work 
Q42 Course Content - Compatibility with part-time work. 
Q43 Course Content - Flexibility to meet individual needs. 
Q49 Tangibles - Standard of laboratory equipment. 
Q68 Miscellaneous -Mutual respect between Students and Staff. 
Table 5.13 
The result of the T-Test produced a figure of 16 questions with a significant differences of 
means representing 23 % of aH of the questions asked. 
In addition to the information in Table 5.13 a Pattern Matching examination of the 
Lecturer's and Student's Importance of the aggregated means of questionnaire answers, 
using the T-Test findings of 16 differences as a benchmark figure of questions to be 
examined indicated 7 questions where the groups differ in what they deem as most important 
but whose differences of means did not fall within the criteria, i. e. < 0.05, to warrant them as 
being significant. 
The Importance hierarchical question differences found, their areas within the questionnaire, 
and their priority positions can be seen in Table 5.14. 
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Lecturer's and All Student's Hierarchy of Importance 
Lecturers Students 
Qust Posn Most. Important Qust Posn Most Important 
Area Area 
23 12th Teaching style - Tirs knldg_ 
31 15th Course Delivery- Effective 
communication between staff 
and students. 
51 14th Tangibles - Availability of 
computer equipment. 
54 13th Tangibles - Acceptable level 
of library space. 
55 4th Tangibles - Library opening 
times. 
56 6th Tangibles - Library location 
and content. 
67 16th Miscellaneous - An 
emphasis on treating students 
as an individual. 
Table 5.14 
The evidence from the testing of this hypothesis would appear to be in line with the findings 
of the main research hypothesis that, Levels of customer (All Students) satisfaction are 
directly related to the congruence of the value systems of the stakeholders (All Students / 
Lecturers / Senior Managers) within a service consumption, or in this case between two of 
the stakeholder parties. 
Examination of the relationship between the T-Test and the Student's Importance / 
Satisfaction Gap of >I showed only 2 questions where there was a matching pair, questions 
18a and l8b, both of which lying within the same Framework Area of Commitment to the 
leaming progranune. 
However on the basis of this evidence of the T-Test of means of Importance and the 
relatively low positions of the majority of the mismatches within the Pattern Matching 
examination of Importance Hierarchies the hypothesis that, 'Within an educational 
experience two groups of stakeholders will display fewer shared values with other 
stakeholders', can be accepted. 
Such findings are in fine with the findings as discussed within this thesis, reference Service 
4.9.1, with regard to the customer service provider interface. Front line staff whilst bearing 
the brunt of customer expectations and dissatisfaction but not necessarily influencing 
customer core values. 
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5.8.5.3 Hypothesis IV 
Hypothesis IV : Students` education quality values systems remain unchanged over 
the period of their learning experience. 
For the purposes of testing this hypothesis the assumption was made that Students in their 
second and subsequent years had similar values to those in their current first year at that 
stage of their learning programme. It was also assumed, within the context of the hypothesis 
being tested, that any value changes between a Student's second and subsequent years of 
their learning programme took place as a result of that programme. 
T-Tests of significant differences of means of the Case Study data set Importance results 
were carried out between years of Full-time Undergraduate Students to determine if their 
quality value system changed over a period of time, i. e. year on year -I st year as compared 
to 2nd year, I st year as compared to 3rd year, 1 st year as compared to 4th year, and so on. 
Table 5.15 shows a columnised numeric list of those question whose results indicate 
significant differences, i. e. having a 2-tailed difference of 0.05 or less, between the Years 
tested. The aggregated mean values within the Student's hierarchy of Importance for those 
questions identifies the Years during which a significant change occurs. 
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T-Tests of Significant Differences of Means of Importance Results Year on Year 
T- 
Test 
Years 1-2 
Difference 
Years 1-3 
Difference 
Years I-4 
Difference 
Years 2-3 
Difference 
Years 2-4 
Difference 
Years 3-4 
Difference 
Qst 1 2 1 3 1 4 2 3 2 4 3 4 
1 1 4.16 4.43 
2 4.29 4.49 4.11 4.49 
4 3.86 , 3.43 3.86 3.42 
6 4.54 4.62 4.3 4.62 
7 3.87 3.5 3.87 3.56 
8 3.72 2.96 3.77 2.96 2.96 3.43 
9 3.96 
. 
3.52 3.91 3.52 3.91 3.71 
21 4.2 4.09 1 
24 4.4 4.11 
25 4.02 4.41 
30 4.14 4.09 
35 4.41 4.18 
40 4.4 4.04 
42 3.85 3.41 
46 4.38 4.11 4.38 '4.11 
47 4.39 
. 
3.45 4.38 . 
. 
3.45 
48 4.09 4.11 
49 4.08 3.11 4.08 3.5 3.96 3.11 3.96 3.5 
56 4.36 4.71 
57 4.18 4.13 
58 3.59 3.76 
60 3.25 3.79 
r 
61 3.29 3.84 
6 6, 3 4.02 14.36 
Table 5.15 
An examination of the Student's values of Importance aggregated means for each of the 
questions as found was used to indicate how these values changed Year on Year. Table 
5.16 shows the positions within each Student Year's Importance hierarchy for each of these 
questions. Colour backgrounds are used only as an aid in identifying those Questions and 
Years in which the largest Importance changes in position occur. 
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T-Test Significant Differences Questions Positions within Importance Hierarchies 
Vears I to 4 
Vear 1 2 3 4 
Quest Area POSH Posn POSH POSH 
I Course design -Vocational topics which improve 
career 
19 32 31 16 
2 Course design - Transferable knowledge skills. 29 36 34 8 
4 Course design - Class team working. 62 68 64 70 
6 Course Marketing - Enhancement of students job 
rospects. 
4 7 18 3 
7 tudent Recruitment - Entry qualifications for the 
course undertaken. 
65 64 61 67 
8 Course Marketing - University situated in a 
cosmopolitan area. 
67 66 70 69 
9 Student Recruitment - University offers 
opportunity for social contact. 
59 62 62 65 
21 Course Delivery - Lectures are too long. 39 52 21 54 
24 Teaching style - Develops students personal skills. 24 21 35 29 
25 Teaching style - Credible and persuasive. 36 33 44 18 
30 Course Delivery - Case studies in programme. 30 55 22 52 
35 Tutorials - Levels of learning support material. 26 19 29 23 
40 Assessment / Award - Qualification is value for 
money. 
24 22 42 20 
42 Course Content - Compatible with part-time work. 70 63 65 66 
46 Monitoring - Modular feedback acted upon. 17 27 36 21 
47 Monitoring - Course feedback acted upon. 16 28 63 36 
48 Tangibles - Standard of audiovisual equipment. 54 29 36 62 
49 Tangibles - Standard of laboratory equipment. 49 60 69 68 
56 Tangibles - library location and content. 20 2 1 13 
57 Tangibles - Level of toilets facilities. 48 51 29 43 
58 Tangibles - Car parking facilities. 67 66 59 63 
60 Tangibles - Sports facilities. 66 60 68 61 
61 Tangibles - Sports facilities opening times. 69 68 67 60 
63 Tangibles - Refectories provide a balanced range of 
food.. 
47 44 44 20 
Table 5.16 
The fluctuations, both positive and negative, in positions between years are in certain cases 
more pronounced than in others, e. g. Questions 4,7,8,9 & 60 have only small changes 
between years whilst others like Questions 1,2, &6 have larger changes. This can be 
explained by the mean differences results of the T-Test equations. The rationale behind why 
certain questions have quite so dramatic changes in priority of Importance, e. g. Question 2 
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(Transferable knowledge skills) where Years 1,2, and 3 all seem to have roughly the same 
level of Importance placed upon the area of the question to Year 4 where there is a large 
change in emphasis would require further investigation into the root cause of this 
phenomenon by possibly conducting face to face interviews or some other means if it was 
seen that these findings represented a problem within the learning programme. 
Some obvious observations on the changes in priorities can however be made. Students in 
their early years within the University environment tend to focus upon the Tangible aspects 
of their learning programme being unsure ofjust what to expect from their learning 
programmes therefore focus upon the 'harder' elements which are easier to evaluate. 
Students in Year 3, the Year with the highest number of identifiable changes in the Table, 
are more interested in achieving the best degree possible in order to enhance their prospects 
in the job market on leaving the University focus more upon the 'Teaching' and 'Award 
Assessment" softer' aspects of their programme. 
As can be seen from Tables 5.11 and 5.12 there is evidence of significant changes between 
the Years of a Student's learning programme within those elements of the programme as 
tested by the questionnaire. On the basis of this evidence, the hypothesis that, 'Students' 
education quality values systems remain unchanged over the period of their learning 
experience', can be rejected. 
This evidence confirms the findings of Hill (1995), and Oldfield and Baron (2000), and of 
Cottam (1998) who used a different approach to this hypothesis methodology in that she 
measured the same student population over a particular period of time within their 
programme of education to test for changes in their satisfaction and expectation levels with 
the service provided. The data produced allowed her to conclude that the hypotheses that, 
"Levels of satisfaction remain unchanged during the course of service consumption". 
"Expectations remain unchanged during the course of service consumption7'. 
could be rejected. 
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5.8.5.4 Hypothesis V 
Hypothesis V: Student's perception of education quality value systems are influenced 
by the type of learning programme which they undertake. 
To test the validity of the hypothesis T-Tests of means of Importance between Part-time and 
Full-time Students were carried out using the Case Study data set to determine if Student's 
value systems changed dependent upon the type of learning programme being undertaken. 
The differences between Full-time and Part-time Student attendance patterns were used as 
the criteria for testing this hypothesis. No cognisance was taken of the age, sex, or graduate 
status of the population examined during the testing. 
Table 5.17 shows those questions and their areas within the questionnaire which had 
significant difference of means of < 0.05. 
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Part-time / Full-time Students Independent T-Test Findings of Significant Differences 
T-Test 
Full-time 
Part-time 
Differences 
< 0.05 
T-TEST RESULTS 
Question Areas 
Explored 
Q5 Course Design - Skills for fifelong learning. 
Q6 Course Marketing - General enhancement of students job prospects 
Q7 Student Recruitment - Entry qualifications for the course undertaken. 
Q8 Course Marketing - University situated in a cosmopolitan area. 
Q9 Student Recruitment - University offers opportunity for social contact. 
Q 10 Course Marketing - Programme value for money. 
Q 14 Induction - Information available on notice-boards. 
Q 15 Induction - Information on how fees would be paid. 
Q 16 Induction - Information regarding programme of study prior to joining 
University 
Q 17 Induction - Information regarding programme of study during induction 
sessions. 
Q 21 Course Delivery - Lectures are too long. 
Q 37 Tutorials -A process which confirms student's understanding of the 
subject studied. 
Q 46 Monitoring - Modular feedback acted upon by the University. 
Q 49 Tangibles - Standard of laboratory equipment. 
Q 50 Tangibles - Standard of classrooms. 
Q 51 Tangibles - Availability of compVter equipment. 
Q 52 Tangibles - Quality of computer equipment. 
Q 54 Tangibles - Level of space in libraries. 
Q 55 Tangibles - Library opening times. 
Q 57 Tangibles - Level of toilets facilities. 
Q 59 Tangibles - Recreation facilities. 
Q 60 Tangibles - Sports facilities. 
Q 61 Tangibles - Sports facilities opening times. 
Q 62 Tangibl - Refectories provide food which is value for money. 
Q 63 Tangibles - Refectories provide a balanced range of food.. 
Table 5.17 
The result of the T-Test produced a figure of 25 questions where there were significant 
differences of means representing 36 % of aU of the questions asked. 
In addition to the information in Table 5.17 a Pattern Matching examination of the Full-time 
and Part-time Importance of the aggregated means of questionnaire answers, using the 
T-Test outcome figure of 25 as a benchmark of questions to be examined, i. e. I st to 25th 
within the hierarchy, indicated 10 questions out with the T-Test findings where FuH-tirne and 
Part-time students differ in what they deem as most important. 
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The 10 questions, questionnaire areas, and their positions within the Importance of means 
crarchy are s own Table 5.18. 
Full-time / Part-time Studtnts Differences of Hierarchical Importance 
Full-time Students Part-time Students 
Qust Posn Most Important Qust Posn Most Important 
Area Area 
1 14 Course design 
-Vocational topics which 
improve career. 
12 23 Induction information - 
personal study time 
requirement. 
25 15 Teaching style - credible 
and pe suasive. 
29 16 Teaching style - guided 
reading Within programme. 
31 22 Teaching style - effective 
communication between 
staff and students. 
34 24 Tutorials - level of academic 
support. 
35 22 Tutorials - levels of leaming 
support material. 
43 24 Course content - flexible 
to meet individual needs. 
56 5 Tangibles - library location 
and content. 
66 20 MisceHaneous - emphasis 
on treating students as 
adults 
Table 5.18 
On the basis of the evidence of the T-Test of means of Importance between the Part-time 
and Full-timc Studcnts, the rclativcly low positions in all but one of the mismatchcs within 
the Pattern Matching examination of Importance hierarchies, the diversity within these 
hierarchies with regard to the areas of differences in relation to the questionnaire answers, 
Full-time Students being interested in harder tangibles of their programme whilst Part-time 
Students place more emphasis upon the softer elements of the programme content and 
teaching style, the irregularity in the ratio of hierarchical differences within the benchmarked 
10 of 25 questions, (3 Full-time :7 Part-time), there is evidence that the importance which 
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Part-time and Full-time Students place upon aspects of their learning programme is 
influenced by the type of study undertaken. 
The hypothesis that, 'Student's perception of education quality value systems are influenced 
by the type of learning programme which they undertake', can be accepted. 
A likely cause of the high incidence of disparity between the two groups of students tested 
within the hypothesis is probably brought about by their life experience as most Full-time 
Students come straight from school into the University environment whilst most Part-time 
Students are already in the work environment, and arc generally that bit more mature in 
terms of the focus of their Importance issues. 
The next hypothesis forms the basis of the proof or otherwise of this suggestion. 
5.8.5.5 Hypothesis VI 
Hypothesis VI : Student's value systems are influenced by their experiences within the 
working environment. 
It was assumed that for the purposes of testing the above hypothesis that Full-time Students 
studying for their first degree were not currently employed within their chosen career path 
and that most Part-time students studying for their Masters or Doctorate degrees were 
currently employed in their chosen career and were studying in order to improve their 
prospects therein. 
T-Tests of means of Importance between Undergraduate and Graduate Students were 
carried out using the Case Study data set to determine if student's value systems were 
influenced by their work experience. 
Table 5.19 shows those questions and their areas within the questionnaire which had 
significant difference of means of < 0.05. 
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Undergraduate / Graduate Students Independent T-Test Findings 
T-Test 
RESULTS 
Undergraduate 
Graduate 
Differences 
< 0.05 
T-TEST RESULTS 
Question Areas 
Explored 
Q6 Course Marketing - General enhancement of students job prospects. 
Q7 Student Recruitment - Entry qualifications for the course undertaken. 
Q8 Course Marketing - University situated in a cosmopolitan area. 
Q9 Student Recruitment - University offers opportunity for social 
contact. 
Q 14 Induction - Inforniation available on notice-boards. 
Q 15 Induction - Information on how fees would be paid. 
Q 21 Course Delivery - Lectures are too long 
Q 46 Monitoring - Modular feedback acted upon by the University. 
Q 47 Monitoring - Course feedback acted upon by University. 
Q 49 Tangibles - Standard of laboratory equipment. 
Q 50 Tangibles - Standard of classrooms. 
Q 51 Tangibles - Availability of computer equipment. 
Q 52 Tangibles - Quality of computer equipment. 
Q 57 Tangibles - Level of toilets facilities. 
Q 58 Tangibles - Car parking facilities. 
Q 59 Tangibles - Recreation facilities. ' 
Q 60 Tangibles - Sports facilities. 
Q 61 Tangibles - Sports facilities opening times. 
Q 62 Tangibles - Refectories provide food which is value for money. 
Q 63 Tangibles - Refectories provide a balanced range of food.. 
Q 64 Miscellaneous - Identity with University. 
Q 65 Miscellaneous - Identity with Business School. 
Table 5.19 
The results of the T-Test indicated 22 questions where there were significant differences of 
means this representing 32 % of the battery of questions asked. 
In addition to the information in Table 5.19 a Pattern Matching examination of the 
Undergraduate and Graduate Student's Importance of the aggregated means of 
questionnaire answers, using the T-Test outcome figure of 22 as a benchmark of questions 
to be examined, i. e. I st. to 22nd. in the hierarchy of Importance of means, indicated 14 
questions out with the T-Test findings where Undergraduate and Graduate Students differed 
in what they deem as most Important. The 14 questions, questionnaire areas, and positions 
within the Importance of means hierarchy are shown in Table 5.20. 
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Undergraduate / Graduate Students Differences of Hierarchical Importance 
Undergraduate Students Graduate Students 
Qust Posn Most Important Qust Posn Most Important 
Areas Areas 
1 22 Course design -vocational 
topics which improve career 
development. 
2 11 Course design - 
transferable knowledge 
skills. 
13 18 Induction information - 
amount of course 
assessment required to 
complete the course. 
19 13 Teaching style - module 
content is relevant. 
24 19 Teaching style - develops 
student's personal skills. 
25 17 Teaching style - credible 
and persuasive. 
29 24 Teaching style - guided 
reading within programme. 
31 22 Teaching style - effective 
communication between 
staff and students. 
35 21 Tutorials - levels of learning 
support material. 
36 10 Tutorials - assessment of 
student's work. 
40 14 Assessment / Award - 
qualification is value for 
money. 
54 11 Tangibles - acceptable level 
of library ace. 
55 5 Tangibles - library opening 
hours. 
56 4 Tangibles - library location 
and content. 
Table 5.20 
On the basis of the evidence of the T-Test of means of Importance and the relatively low 
positions in all but two of the mismatches within the Pattern Matching examination of 
Importance hierarchies, the diversity within these hierarchies with regard to the areas of 
differences within the questionnaire, (Undergraduate Students being interested in harder 
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tangibles of their programme whilst Graduate Students place more emphasis upon the softer 
elements of programme content and teaching style), the irregularity in the ratio of 
hierarchical differences within the benchmarked 14 of 22 questions, (6 undergraduate :8 
Graduate Students) there is evidence that the importance which Undergraduate and 
Graduate Students place upon aspects of their learning programme is influenced by their 
experience of the work environment. 
The hypothesis that, 'Student's value systems are influenced by their experiences within the 
working environment', can be accepted. 
As with the previous hypothesis the most likely cause of the disparity as found in the testing 
of this hypothesis is in the value systems which influence the Student's expectations and 
levels of satisfaction as a result of their life experiences and state of maturity. Maturity not 
necessarily referring to the Student's age in years since the definition of maturity is one of 
mankind's ongoing debates the testing of which is not part of the research carried out within 
the terms of any of the hypotheses within the thesis. 
5.8.5.6 Hypothesis VIT 
HypothesisVII: Un-dergraduate and Graduate Student Groups will demonstrate 
differing areas of Importance within an educational experience compared those of the 
Lecturing Staff. 
Full-time to Undergraduate and Part-time to Graduate Students Values Relationships 
A somewhat obvious conclusion could be drawn from the evidence of Hypotheses V and VI 
that being that a degree of congruence of value systems exists between the method of 
learning and the status of a Student group, i. e. between Part-time and Graduate, and 
Full-time and Undergraduate. 
To test this observation a numeric Paired Matching of the Full-time / Part-time and 
Undergraduate / Graduate T-Tests results having differences of < 0.05 and of the 
Hierarchical Importance of Means Differences results from each of the four constituents 
referred to was carried out. 
The outcomes of these tests can be seen by question nurnber and their Importance 
hierarchical position in Table 5.2 1. Colour backgrounds within the Table are used for 
presentation purposes only highlighting those questions which appear in both the Part-time 
Full-time or Undergraduate / Graduate T-Tests of significant difference of means and also 
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those which appear only in the Part-time / Graduate or Full-time / Undergraduate 
Importance of means hierarchies. 
Paired Matching of Full-time to Undergraduate and Part-time to Graduate Students 
FT/PT ý Ugrad 
Studts Grad 
T-Test T-Test 
< 0.05 
1<0.05 
Full-time Undergrad 
Student's Student's 
Importance Importance 
Hierarchy Hierarchy 
Part-time 
Student's 
Importance 
Hierarchy 
Graduate 
Student's 
Importance 
Hierarchy 
Qstn Qstn Qstn Posn Posn Qstn Qstn Posn Posn Qstn 
22nd 1 1 14th 23rd 1 
2 21st 2 19th Ilth 2 
5 
6 6 6 9th 6th 6 6 18th 21st 6 
7 7 
8 8 
9 9 
10 
12 23rd 
18th 13 
14 14 
15 15 
16 
17 
18a 8th 7th 18a 18a 6th 13th 18a 
18b 3rd 3rd 18b 18b Ist 2nd 18b 
19 14th 13th 19 19 3rd 4th 19 
20 loth loth 20 20 8th 6th 20 
23 15th 16th 23 23 4th 7th 23 
19th 24 
26 13th 14th 26 26 7th 3rd 26 
27 llth 12th 27 27 12th 8th 27 
29 16th 24th 29 
31 22nd 22nd 31 
33 17th 16th 33 33 loth 15th 33 
34 24th 23rd 34 
35 22nd 21st 35 
36 25th 24th 36 36 9th loth 36 
37 37 20th 20th 37 
38 16th 17th 38 38 25th 20th 38 
39 18th 18th 39 39 5th 12th 39 
40 23rd 25th 40 40 17th 14th 40 
41 Ist Ist 41 41 2nd Ist 41 1 
43 p 4th 
- 
ý h 
- 25th 45 
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47 
49 49 
50 50 
51 51 51 6th 8th 51 
52 52 52 7th 9th 52 
53 2nd 2nd 53 53 11th 5th 53 
54 54 12th 11th 54 
55 55 4th 5th 55 55 21st 9th 55 
56 5th 4th 56 6" 
58 
59 59 
60 60 
61 61 
62 62 
63 63 
64 
65 
66 20th 
68 19th 19th 68 68 13th 16th 68 
Table 5.21 
An examination of the Table shows that an overall matching exists between 18 of the 22 
T-Test results. Within the Importance of means hierarchies, using a benchmark figure of 25, 
there are 17 questions which match across all four constituents, 24 matching pairs between 
the questions answered by the Full-time / Undergraduate Students and 22 matching pairs 
between the questions answered by the Part-time / Graduate Students as important. 
The prioritised Importance hierarchical positions of Full-time and Undergraduate Students 
generafly match to within one or two positions even within those questions whose paired 
matches are specific to the Full-time / Undergraduate grouping, e. g. question 34 - Tutorials - 
level of academic support. 
A similar examination of the Part-time and Graduate Importance prioritised positions 
indicated that within the 22 matching pairs there were fewer matching patterns than found in 
the Fufl-time / Undergraduate grouping. 
To try to establish any causal factors for this disparity T-Tests of means of Importance 
were carried out between each of the groups within the Full-time / Undergraduate grouping. 
An analysis of the outcomes of these tests indicated that two specific years, the Third and 
Fourth years, whilst agreeing with the overall matching paired analysis differed greatly from 
the other Full-time classes in their listing of Importance priorities. 
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These outcomes add weight to the rejection findings of Hypothesis IV that, Quality value 
systems remain unchanged over the period of a Student's learning programme, by 
highlighting the changes which take place in the later years of a Student's learning 
programme. 
Follow-up class interview exercises would have been carried out with the respondent 
students in years 3 and 4 to elaborate on why these differences occurred in relation to those 
of the other Full-time students. Unfortunately however the opportunity for this was missed 
since students in these years had completed their programme modules and had dispersed 
before the mismatch of priorities was discovered. 
The T-Tests also indicated that the inclusion of those Graduates who were Full-time 
Students into the grouping of Full-time / Undergraduate pairing had very little influence on 
the Importance of means outcomes of the pairing. 
Whilst the priority positioning of the Importance of means for the Part-time and Graduate 
groups is not so pronounced as in the Full-time and Undergraduate groups the pairing of the 
questions as answered still shows the strong relationship between the Part-time and 
Graduate groups. 
It is concluded therefore that there is evidence to support the observation that a degree of 
congruence of value systems exists between the method of learning and the status of a 
Student group. 
Lecturer/ Undergraduate and Lecturer/ Graduate Values Relationships 
Accepting that Hypotheses V& VI are true and from the Pattern Matching as shown in 
Table 5.21 there is evidence of some fundamental differences in the quality value systems of 
Undergraduate and Graduate Students. The findings of Hypothesis III also showed evidence 
of the differences between quality value systems of Lecturers and All Students. 
To facilitate the design of learning programmes and provide customer facing staff, i. e. the 
Lecturers, with the necessary means to meet their Student's (customer's) expectations it 
follows that there is a requirement for the differences in value systems between the Lecturing 
Staff, Undergraduates and Graduates to be examined. 
To determined if significant differences of means of Importance exist between the 
Lecturers / Undergraduates and Lecturers / Graduates which may require further 
investigation Hypothesis VII was tested using T-Tests of means of Importance. Table 5.22 
shows those questions by number and area within the questionnaire having significant 
differences of Importance of means between Undergraduates and Lecturers, and Graduates 
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and Lecturers, and those questions by number only which have significant differences in the 
Lecturer to All Students T-Test differences of means findings as shown in Table 5.13. 
Lecturer to Undergraduates, Graduates to Lecturers, & Lecturer to All Students 
T-Test Findings 
Lecturers Lecturers Lects All 
Undergraduates Graduates Students 
T-Test T-Test T-Test 
Differences < 0.05 Differences < 0.05 Differences 
< 0.05 
Qust AREASof Qust AREASof Question 
Non-congruence Non-congruence 
3 Course Design -A balance 3 Course Design -A balance 3 
between teaching and between teaching and 
learning. learning. 
6 Course Marketing - 6 
General enhancement of 
students job prospects. 
7 Student Recruitment - 7 Student Recruitment - 7 
Entry qualifications for the Entry qualifications for the 
course undertaken. course undertaken. 
8 Course Marketing - 8 
University situated in a 
cosmopolitan area. 
9 Student Recruitment - 
University offers opportunity 
for social contact. 
14 Induction - Information 14 Induction - Information 
available on notice-boards. available on notice-boards. 
18a Course Delivery - 18a Course Delivery - 18a 
Commitment to learning Commitment to learning 
programme by the programme by the 
University. University. 
18b Course Delivery - 18b Course Delivery - 18b 
Commitment to learning Commitment to learning 
programme by the Lecturers. programme by the Lecturers. 
18c Course Delivery - 18c Course Delivery - 18c 
Commitment to learning Commitment to learning 
programme by the Students. programme by the Students. 
22 Class sizýS - too big. 22 
28 Course Delivery - 28 Course Delivery - 28 
Encourage independent Encourage independent 
learning. learning. 
30 Course Delivery - Case 30 Course Delivery - Case 30 
studies in programme. studies in programme. 
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31 Teaching style - effective 
communication between staff 
and students. 
34 Tutorials - Level of 34 
academic support. 
36 Tutorials - Assessment of 36 Tutorials - Assessment of 36 
studies built into work studies built into work 
42 Course Content - 42 Course Content - 42 
Compatibility with part-time Compatibility with part-time 
work. work. 
43 Course Content - Flexibility 43 Course Content - Flexibility 43 
1 to meet individual needs. I to meet individual needs. 
48 1 Tangibles - Standard of 
audiovisual equipment. 
49 Tangibles - Standard of 49 
laboratory equipment. 
50 Tangibles - Standard of 
classrooms. 
51 Tangibles - Availability of 51 Tangibles - Availability of 
computer equipment. computer equipment. 
52 Tangibles - Quality of 52 Tangibles - Quality of 
computer equipment. computer equipment. 
57 Tangibles - Standard of 
toilets available to everyone 
in the University. 
59 Tangibles - Recreation 59 Tangibles - Recreation 
facilities. facilities. 
60 Tangibles - Sports facilities. 
61 Tangibles - Sports facilities 
opening times. 
62 Tangibles - Refectories 
provide food which is value 
for money. 
63 Tangibles - Refectories 
provide a balanced range of 
food.. 
64 Miscellaneous - Identity 
with University. 
66 Miscellaneous - emphasis 
on treating students as adults 
67 Miscellaneous - An 
emphasis on treating 
students as an individual. 
68 MisceHaneous -Mutual 68 Miscellaneous -Mutual 68 
respect between Students respect between Students 
and Staff. and Staff. 
Table 5.22 
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In summary the outcomes of the T-Tests as shown in Table 5.22 are as follows; 
a) Lecturer to Undergraduate - 19 significant differences 14 of which match those of the 
16 found in the overall Lecturer to All Students T-Test, 4 are common to both the 
Undergraduate and Graduate groups, and 1 is specific to the Undergraduate group. 
The I question which indicated a difference of Importance of means which is specific to the 
Lecturer to Undergraduate test and its area within the questionnaire being; 
Question 9- Student Recruitment - University offers opportunity for social contact. 
b) Lecturer to Graduate - 28 significant differences 13 of which match those of the 16 
found in the overall Lecturer to AH Students T-Test, 4 are common to both the Graduate 
and Undergraduate groups, and II are specific to the Graduate group. 
The II questions indicating a difference of Importance of means which are specific to the 
Lecturer to Graduate test and their areas within the questionnaire are; 
Question 31 - Teaching style - effective communication between staff and students. 
Questions 48,50,57,60,61,62, & 63 - Tangibles - Various 
Question 64 - Miscellaneous - Identity with University. 
Questions 66, & 67 - MisceHaneous - Respect for the person. 
c) Lecturer to Undergraduate & Graduate - In addition to the foregoing there were 4 
questions having a combined commonality of significant difference of T-Test results between 
the Lecturer and both Undergraduates and Graduates which do not appear in the Lecturer to 
All Students T-Test findings these questions being ; 
Question 14 - Induction - Information available on notice-boards. 
Questions 51,52, & 59 - Tangibles - Various 
The examination of the Importance / Satisfaction / Gap differences of means however 
shows that for the Undergraduate Students there are 17 questions which fall within the >I 
definition of cause for concern and for the Graduates there are 11. Two of the shared and 
none of the individual Undergraduate nor Graduate T-Test findings fall within the their 
respective >I Gap hierarchies so probably fall within the 'nice to know but requiring no 
immediate action' area. However within the shared T-Test findings previously referred to 
there are two questions whose results within the Undergraduate and Graduate / Lecturer 
findings which should warrant fWher investigation those question being; 
Questions 51 - Tangibles Computers - An acceptable level of availability of computer 
equipment and laboratories. 
The results of the Undergraduate Importance / Satisfaction / Gap analysis shows that this is 
the number one cause of discontent the Gap registering a score of 1.4. but within the 
Graduates the question only warrants a position of 49th in its Importance / Satisfaction 
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Gap hierarchy with a score of 0.34. Within the Lecturer's Importance hierarchy this 
question only warrants a position of number 40 of the 69 questions asked. 
Question 52 - Tangibles Computers -An acceptable level of quality of computer 
equipment provided. 
The results of the Undergraduate Importance / Satisfaction / Gap analysis shows that this is 
the number 5 cause of discontent the Gap registering a score of 1.2. but within the 
Graduates the question only warrants a position of 52nd with a score of 0.30 in its 
Importance / Satisfaction / Gap hierarchy. Within the Lecturer's Importance hierarchy this 
question only warrants a position of number 27 of the 69 questions asked. 
The most likely cause of the foregoing dissatisfaction is that the majority of Undergraduates 
do not have access to computer equipment outside the University and are therefore in a 
'sharing' situation whilst Graduates usually do have personal access either at work or in the 
home. 
The high incidence of Lecturer to Graduate T-Test differences within the area of Tangibles 
as shown in Table 5.22, although not falling into the >I category, can be explained by the 
low Importance ratings given to this area by the Graduate Students resulting in the T-Test 
findings. To quote a Part-time Graduate Student in one focus group, "Other than the library 
and sometimes the computer labs. the rest of the facilities are closed by the time we wish to 
use them so they are really not that important to us. We just make do". 
It is interesting to note that within the Graduate grouping there are certain areas in this 
group's requirement which the University might consider examining in the design of its 
services as the measured level of Student Satisfaction is greater than their expectations of 
Importance as can be seen from the Importance / Satisfaction / Gap calculations shown in 
Table 5.23. Perhaps a 'Catch 22' situation given the comments in the previous paragraph 
more appropriate opening hours leading to greater usage, to greater Importance, to greater 
Satisfaction, etc. The Table further illustrates the difficulties which a provider encounters 
when designing a service to meet the diverse requirements of all of its customers. 
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Graduate Students Importance / Satisfaction / Gap Hierarchies Resulting in Negative 
Gap Outcomes 
Question 'Area Import Satis Gap Posn 
7 Student Recruitment - The 3.42 3.46 -0.04 63 
standard of the entry qualifications 
for the course. 
8 Student Recruitment - The 1.6 3.44 -1.84 70 
University is situated in a 
cosmopolitan area. 
9 Student Recruitment - The 3.14 3.20 -0.06 64 
University offers the opportunity 
for improved social contact. 
49 Tangibles - An acceptable 2.98 3.40 -0.42 69 
standard of laboratory equipment 
available. 
59 Tangibles - Recreation facilities. 2.96 3.09 -0.13 66 
60 Tangibles - Sports facilities. 2.83 2.98 -0.15 67 
61 Tangibles - Sports facilities with 2.77 2.95 -0.18 68 
opening times which are 
compatib with Student's needs. 
63 Tangibles - Refectories which 
1 3.07 1 3.15 1 ----0.0-8 I 65 
alanced range of food. 
Table 5.23 
On the basis of the outcomes of the T-Test of means of Importance as presented in Table 
5.22 there is evidence that the hypothesis that, 'Undergraduate and Graduate Student 
Groups will demonstrate differing areas of Importance within an educational experience 
compared those of the Lecturing StalT, can be accepted. 
A similar exercise to that carried out with the Lecturers to Undergraduates and Graduates 
using the Case Study data set for Senior Managers to Undergraduates and Graduates 
revealed no new inforrnation to that which had not previously been found whilst testing 
Hypothesis II 
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Lecturers Values Relationships with each Year of an Undergraduate Learning 
Programme. 
Accepting that Hypothesis VII is true then if follows that if there are differences between 
Lecturers and Undergraduates and Graduates there must also be differences between quality 
value systems of the Lecturers and Students in each year of their programme of learning. 
Following the rationale which necessitated the testing of Hypothesis VII to facilitate the 
design of learning programmes there is a requirement for the differences in value systems 
between the Lecturing Staff and Students during different years of learning programmes to 
be examined. 
Undergraduates were chosen as the test population as most Graduate programmes consist 
of only one or two years which would produce an imbalance of data.. The Lecture / Student 
relationship was used to test the hypothesis in the light of Hypothesis II findings which 
indicated that this relationship was mostly in line with the overall main Hypothesis I 
ANOVA test findings of the three main stakeholders within the learning experience namely 
the Students, Lecturers, and Senior Management of the University Business School. 
To establish if differences exist which may require further investigation the following 
Hypothesis was tested using T-Tests of significant differences of means of Importance. 
5.8.5.7 Hypothesis Vill 
Hypothesis VIII : Students will display different levels of Importance within areas of 
an educational experience dependent on their year of study. 
T-Tests of significant differences of means using the Case Study data set of Importance of 
aggregated means were carried out between Lecturers and Years I to 4 of the Full-time 
Undergraduate Students to determine if significant differences in quality values existed 
between the Lecturers and the Students dependent upon the Year of the learning programme 
currently being undertaken. 
Table 5.24 shows those questions by number within the questionnaire where significant 
differences of Importance of means between the Lecturers and the Individual Student Years 
I to 4 of the Undergraduates' Learning Programmes were found and for comparison 
purposes those questions by number which have significant differences in the Lecturer to 
Undergraduate T-Test as shown in Table 5.22. The aggregated mean of Importance for the 
Page 152 
Lecturers and the Undergraduate Students in each Year are shown as a gauge of the 
differences of Importance each places upon the sentiment within the question. 
Coloured backgrounds are used only as an aid to identity those additional questions found 
as being significant within a Year as compared to the Lecturer / Undergraduate Students 
T-Tests findings of Hypothesis 111. 
The results bf the Table 5.24s findings are summarised at the end of the Table. 
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T-Test Findings Lecturer to Student Years I to 4 of Learning Programmes, & 
Lecturer to All Undergraduate Students. 
Lecturers Lecturers 
Students Students 
Year I Year 2 
Lecturers 
Students 
Year 3 
Lecturers Lects 
Students 
Vear 4 All 
U/ 
grads 
Allest Lects Yr I Lects Yr 2 Lects Yr 3 Lects Yr 4 
1 4.16 4.43 
2 4.39 4.11 
3 4.39 4.05 4.39 4.02 4.39 3.95 4.39 3.93 X 
4 3.77 3.43 3.77 3.42 
6 4.14 4.55 4.14 4.54 4.14 4.62 x 
7 4.03 3.52 4.03 3.56 x 
8 2.48 3.72 2.48 3.77 2.48 2.96 2.48 3.43 x 
9 3.48 3.96 3.48 3.91 
12 4w25 3.91 
14 3.63 4.02 3.63 3.94 x 
15 3.77 4.08 
18a 4.81 4.57 4.81 4.6 4.81 4.36 4.81 4.5 x 
18b 4.92 4.57 4.92 4.65 4.92 4.52 4.92 4.5 x 
18c 4.88 4.27 4.88 4.25 4.88 4.13 4.88 4.04 x 
22 3.9 4.24 3.9 4.22 x 
24 4.09 4.4 
28 4.58 4.3 4.58 4.16 4.58 3.98 4.58 4.13 x 
30 3.66 4.14 3.66 4.05 3.66 4.09 3.66 3.99 x 
34 4.5 4.28 x 
36 4.06 4.41 4.06 4.35 x 
40 4.39 4.04 
42 2.49 3.59 2.49 3.85 2.49 3.41 2.49 3.65 x 
43 3.22 4.16 3.22 4.16 3.22 4.02 3.22 4.16 x 
44 4.28 4.02 
48 4.02 3.45 
49 4.05 3.11 
51 4.19 4.53 4.19 4.56 4.19 4.63 x 
52 4.29 4.66 x 
55 4.42 4.66 
56 4.33 4.71 
59 3.43 3.92 3.43 3.94 3.43 3.87 x 
60 3.33 3.77 3.33 3.79 
61 3.41 3.84 
64 3.98 3.39 3.98 3.72 
65 3.75 4.05 
67 4.47 4.2 
68 4.61 4.36 4.61 4.36 4.61 4.31 X 
Table 5.24 
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The respective positions within the aggregated mean of Importance hierarchies for the 
Lecturers and the Undergraduate Students in each Year are shown in Table 5.25 as a further 
indication of the differences of Importance each party places upon the content of the 
questions found by the T-Tests. 
Questions Found by the T-Test Significant Differences Between Lecturers and 
Undergraduate Students Years 1 to 4 Aggregated Importance Mean Hierarchies 
Positions 
Quest Importance Lect Yr 1 Lect Yr 2 Lect Yr 3 Lect Yr 4 
Area Posn Posn Posn Posn Posn Posn Posn Posn 
I Course design 43 16 
-Vocational 
topics which 
improve career 
2 Course design - 19 34 
Transferable 
knowledge skills. 
4 Course design - 54 64 57 70 
Class team 
working. 
9 Student 62 59 62 62 
Recruitment - 
University offers 
opportunity for 
social contact. 
, 
12 Induction 50 56 
information - 
personal study 
time requirement. 
15 Induction - 58 55 
Information on 
how fees would 
be paid. 
24 Teaching style - 46 21 
Develops 
students personal 
skills. 
40 Assessment 21 42 
Award - 
Qualification is 
value for money. 
44 Course Content 40 44 
-A challenging 
academic 
I content. 
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48 Tangibles - 17 36 
Standard of 
audiovisual 
equipment. 
49 Tangibles - 51 69 
Standard of 
laboratory 
I equipment. 
55 Tangibles - 18 3 
library opening 
hours. 
56 Tangibles - 45 1 
library location 
content. 
60 Tangibles - 66 60 66 61 
Sports facilities. 
61 Tangibles - 65 60 
Sports facilities 
opening times. 
64 Miscellaneous - 54 66 54 64 
Identity with the 
University. 
65 Miscellaneous - 59 69 
Identity with 
Business School 
67 Miscellaneous - 16 40 
An emphasis on 
treating students 
as an individual. 
Table 5.25 
As a result of the T-Tests between the Lecturers and the Undergraduate Students in Years I 
to 4 of each Year of their learning programme a total of 37 questions were found which had 
a significant difference of Importance of means. These being either specific to one particular 
Year or shared between certain Years of the programme. 
However as can be seen from Table 5.25 the aggregated means positions of Importance for 
almost all of the questions under discussion were of a lowly status within each Lecturer and 
Student Year and as such would as previously described fall within the nice to know 
category but for no immediate action. Such an approach, if taken, would, as found in 
Hypothesis IV, miss the cumulative influence of an increase in the T-Test differences results 
indicative of a shift in emphasis from the hard tangible aspects of a learning programme to 
the softer teaching aspects in the later years of a learning programme which may require 
specific changes to the design of that programme to accommodate Student requirements. 
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The individual Year's findings were as follows; 
a) Lecturer to 1st. Year Undergraduate - 18 significant differences 14 of which match 
those of the 19 found in the overall Lecturer to Undergraduate Students T-Test. 
There were 4 questions whidh indicated a significant difference of Importance of means 
specific to the I st Year. Undergraduate group these being ; 
Question 9- Student Recruitment - University offers opportunity for social contact. 
Question 15 - Induction - Information on how fees would be paid. 
Question 60 - Tangibles - Sports facilities 
Question 67 - Miscellaneous - An emphasis on treating students as an individual. 
Question 9 also appearing in the 2nd Year's fist of significant difference of Importance of 
means. 
None of the questions found are within the Gap of 31 which the I St. Year Undergraduate 
grouping have indicated as having a significant Importance / Satisfaction Gap of > 1. 
b) Lecturer to 2nd. Year Undergraduate - 16 significant differences 13 of which match 
those of the 19 found in the overall Lecturer to Undergraduate Students T-Test. 
There were 3 questions which indicated a significant difference of Importance of means 
specific to the 2nd. Year Undergraduate group these being ; 
Question 9- Student Recruitment - University offers opportunity for social contact. 
Question 24 - Teaching style - Develops students personal skills 
Question 65 - Miscellaneous - Identity with Business School 
Question 9 also appearing in the 1 st Year's list of significant difference of Importance of 
means. 
None of these are within the 26 Gaps which the 2nd. Year Undergraduate grouping have 
indicated as having a significant Importance / Satisfaction Gap of > 1. 
c) Lecturer to 3rd. Year Undergraduate - 24 significant differences 14 of which match 
those of the 19 found in the overall Lecturer to Undergraduate Students T-Test 
There were 10 questions which indicated a significant difference of Importance of means 
specific to the 3rd. Year Undergraduate group these being; 
Question 2- Course design - Transferable knowledge skills. 
Question 4- Course design - Class team working. 
Question 12 - Induction information - personal study time requirement. 
Question 40 - Assessment / Award - Qualification is value for money. 
Question 44 - Course Content -A challenging academic content. 
Question 48 - Tangibles - Standard of audiovisual equipment. 
Question 49 - Tangibles - Standard of laboratory equipment. 
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Question 55 - Tangibles - library opening hours. 
Question 56 - Tangibles - library location and content. 
Question 64 - Miscellaneous - Identity with the University. 
Questions 4, and 64 also appearing in the 4th Year's list of significant difference of 
Importance of means. 
None of these are within the II Gaps which the 3rd. Year Undergraduate grouping have 
indicated as having a significant Importance / Satisfaction Gap of > 1. 
d) Lecturer to 4th. Year Undergraduate - 22 significant differences 17 of which match 
those of the 19 found in the overall Lecturer to Undergraduate Students T-Test 
There were 5 questions which indicated a significant difference of Importance of means 
specific to the 4th. Year Undergraduate group these being; 
Question 1 Course design -Vocational topics which improve career. 
Question 4- Course design - Class team working. 
Question 60 - Tangibles - Sports facilities 
Question 61 - Tangibles - Sports facilities opening times. 
Question 64 - Miscellaneous - Identity with the University. 
Questions 4, and 64 also appear in the 3rd Year's Est of significant difference of Importance 
of means. Question 60 also appears in the I st Year's Est of significant difference of 
Importance of means. 
None of these are within the 18 Gaps which the 4th. Year Undergraduate grouping have 
indicated as having a significant Importance / Satisfaction Gap of > 1. 
The overall findings were that there were 18 questions which at some stage within the 
Years of the learning programme indicated a significant difference of means of Importance 
between the Lecturers and Undergraduate Years. However none of the questions found fell 
within the Student Years Importance / Satisfaction Gap significance of >I and accordingly 
would probably fall within the 'nice to know but requiring no further action' area. 
On the basis of the evidence of the T-Test of means of Importance shown in Table 5.24 
between the Lecturers and the Undergraduate Students in Years I to 4 of their learning 
programme that additional significant differences of Importance to those already highlighted 
by previous Case Study data analyses of this research's Case Study data have been found. It 
is argued therefore that the hypothesis that, 'Students will display different levels of 
Importance within areas of an educational experience dependent on their year of study', can 
be accepted. 
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5.9 Administration Staff Focus Group 
On the advise of Senior Management in the Business School a focus group from the 
customer facing Business School Administration Staff was conducted to try to relate their 
quality values in terms of the learning experience to those of the three main stakeholders 
already interviewed. The purpose for this focus group being to get an expanded picture of 
the quality values within the Business School. 
The group consisted of seven staff holding different administrative positions and from 
different divisions within the Business School. 
The format of the focus group interview followed those as previously described in this 
thesis, i. e. facilitator lead using semi-structured, open ended conversational type questions. 
At the end of the interview the participants were asked to complete one of the Case Study 
Manager's questionnaires. 
The interview was tape recorded as with previous focus group interviews and a transcript of 
the tape made to determine if any further quality determinants had been missed from the 
questionnaire's content. The analysis of the recording, using thematic analysis 
methodology as previously described, indicated that there were no new determinants which 
should have been included in the questionnaire. 
From the completed questionnaires the aggregated means of Importance is shown in 
Appendix 3a 
Analysis of the questionnaires findings indicated that within the top 18 Administration 
Importance values the following 7 questions indicated a level of non-congruence of values 
between the Administration staff and any of the other three stakeholders in the research 
findings. The content of the questions and their positions within the Administrator's 
hierarchy of means of Importance was as follows; 
Question I :- Vocational topics which enhance your career development. Position II 
Question 2 :- Transferable knowledge skills. Position I 
Question II Induction information was relevant to you. Position 2 
Question 7 :- The standard of entry qualification is adequate for the course. Position 13 
Question 16 That there was sufficient information regarding your programme of study 
prior to joining the University. Position 12 
Question 46 Modular feedback gathered by the University is acted upon. Position 17 
Question 47 Course feedback gathered by the University is acted upon. Position 8 
A correlationship, between questions 11,16,46, and 47 and the work carried out by the 
Administration staff can be seen, staff preparing information for student matriculation and 
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preparing modular and course Student feedback data. However the other three questions 
having a high degree of Importance appeared to be individual to the Administration Staff. 
To test if this had an influence on the significant differences of means on the previous 
research findings of the three main stakeholder groups in the learning experience an ANOVA 
test of significant differences of means which included all four parties, i. e. the Students, the 
Lecturers, the Senior Managers, and the Administration Staff, was carried out. The results 
from this test indicated that there were no new significant differences of means of 
Importance between the parties. 
From all of the foregoing there is evidence that the Administration Staff share 61% of their 
Core Values with at least one of the three main stakeholders in the learning experience. 
However the fact that 39% of Administrator's Core Values are not shared leads to the 
conclusion that further research needs to be carried out across a wider population of the 
Administration Staff in order to establish the causal effects of this situation. 
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5.10 
-Summajy of 
the Hypotheses Research Findings 
The outcomes of the eight hypotheses considered in this thesis are shown in Table 5.26 
Hypothesis Findings 
Hypothesis I: Levels of customer (All The findings were that on this occasion that 
Students) satisfaction are directly related to the hypothesis is rejected. Congruence of 
the congruence of the value systems of the values having no influence upon levels of 
stakeholders (All Students / Lecturers satisfaction. 
Senior Managers) within a service 
consumption. 
Hypothesis 11 - Within an educational The findings were that on this occasion that 
experience one group of stakeholders will the hypothesis can be accepted. The 
display fewer shared values with other student body having a greater influence 
stakeholders. than any of the other main stakeholders 
Hypothesis III : Within an educational The findings were that on this occasion that 
experience two groups of stakeholders will the hypothesis can be accepted. The 
display fewer shared values with other students and lecturers having a greater 
stakeholders. influence than any of the other main 
stakeholders. 
Hypothesis IV: Students' education The findings were that on this occasion that 
quality values systems remain unchanged the hypothesis is rejected. Student value 
over the period of their learning experience. systems change over the period of their 
education programme. 
Hypothesis V: Student's perception of The findings were that on this occasion that 
education quality value systems are the hypothesis can be accepted. Part-time 
influenced by the type of learning and Full-time students having significant 
programme which they undertake. differences within their value systems. 
Hypothesis VI : Student's value systems The findings were that on this occasion that 
are influenced by their experiences within the hypothesis can be accepted. Graduate 
the working environment. and Undergraduate students having 
significant differences within their value 
systems. 
Hypothesis VII : Undergraduate and The findings were that on this occasion that 
Graduate Student Groups will demonstrate the hypothesis can be accepted. Graduate 
differing areas of Importance within an and Undergraduate students having 
educational experience compared those of significant differences within their value 
the Lecturing Staff. systems in comparison to Lecturing Staffi 
Hypothesis VIII: Students will display The findings were that on this occasion that 
different levels of Importance within areas the hypothesis can be accepted. Students 
of an educational experience dependent on having significant differences within their 
their year of study. value systems each year of their 
programme in comparison to Lecturing 
Table 5.26 
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5.10.1 Summajy of the Chosen Research Methodology 
The research methodology used in testing the main hypothesis of this thesis was the most 
effective given the constraints of time and resources in meeting the research aims as stated at 
the beginning of this chapter. The main strength of the methodology was that it allowed for 
the triangulation of results through the use of qualitative data obtained from focus group 
interviews of a representative sample of a University Business School population, and 
quantitative data obtained from a questionnaire sample of a larger population of the 
University Business School. 
The surveying of a larger population suggests that the results are generalisable to University 
Business Schools out with the survey. From the research results a Framework for Measuring 
Quality in Higher Education was developed as an aid to the evaluation of programmes of 
learning in relation to Students, Lecturing Staff, and Senior Management which is 
sufficiently reliable to be of use in the theoretical understanding of the area of study. 
A summary of the different aspects of the research methodology adopted and the 
experiences gained in their usage is as follows; 
a) The Case Study 
Without the full cooperation of the population of the Napier University Business School this 
study could not have taken place. A somewhat obvious statement however to achieve this 
cooperation considerable time was spent explaining the purpose of the research and in 
seeking the participation of as many of that population as possible. University populations 
tend to be asked to participate in research projects on a regular basis, witness the comments 
made by staff during the distribution of the Case Study questionnaires, and it was found that 
only by fully explaining the nature of a research project on a face to face basis was the 
necessary cooperation forthcoming. 
b) Focus Group Interviews 
The use of a large number of focus groups drawn from different Student Years, with 
differing learning methods, and containing Students who had a variety of qualifications prior 
to enrolling in the Business School and a group of Lecturing Staff from different 
departments within the Business School overcame any criticism levied at focus group 
practices as being unrepresentative and of being "no more than comfort mechanisms for 
decision makers", Tuck (1976). 
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The use of a qualified facilitator to a large extent overcame the criticism of research bias by 
ensuring that the outcomes of the interviews reflected the views of all of the participants as 
far as possible. 
CIT meant that the group moved forward at an early stage with a single focus on the 
objective of the meeting to establish their determinants of quality within a learning 
experience. 
The analysis of the qualitative data using the triangulation testing of words, events, dates 
and times, or concepts describing possible educational experiences, expectations, values, and 
practices using the thematic methodology of numbering, summarising, indexing, and then 
aggregating the data to produce a comprehensive Est of values and their frequency of use 
although extremely time consuming proved to be invaluable in developing a Framework for 
Measuring Quality in Higher Education. The use of this methodology also provided the 
research team with a unique insight into the thought processes of a sample of the participants 
involved within a learning experience. 
c) The Questionnaire 
The wording and sentiment of the questionnaire used was trialled using Students and 
Lecturing staff prior to distribution to a wider population to eliminate any ambiguities. 
However even with these trials a few reported ambiguities and question format errors 
occurred which would indicate that no questionnaire can ever be perfect since it contains an 
element, no matter how small, of researcher bias. 
The return of completed questionnaires was improved greatly by: 
a) Allowing participants to complete the questionnaire in 'working' time. 
b) Distributing the questionnaires on a face to face basis with the added bonus of being able 
to express thanks for participants cooperation. 
d) The Data Set Analysis 
a) SPSS - the computer package used was, after some initial personal hiccups, simple to use 
and provided the researcher with a wide number of test facilities. 
b) Pattern Matching - was used successfully by using different areas within the data set 
information to show congruence and non-congruence of quality values between Students, 
Lecturers, and Senior Managers during aspects of a learning prograrnme which would 
otherwise have gone undetected. 
In summary the methodologies used in this research proved to be both valid and reliable 
involving the researcher in a hands on approach to data gathering and analysis. Such an 
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approach leading to a greater understandiag of the problems currently faced and projected 
into the future by the main stakeholders in a learning programme. 
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Chapter 6 
Conclusions and Discussion 
Like many research studies the investigation for this thesis has raised more questions than 
answers. This however should not be seen as a weakness for as Einstein remarked. 
"The formulation of a problem is far more essential than the solution! '. 
6.0 Introduction 
The research set out with the specific aim of establishing the linkage, if any, between the 
levels of satisfaction of the customer and the degree of congruence of the quality values as 
held by that customer and those as held by the other main stakeholders within a service 
transaction. Specifically the research examined the congruity of the quality values as held 
by three parties within a higher education multi-party service situation. The degree of 
congruity being hypothesised as a measure of the degree to which the service can be seen 
as being, in the holistic sense, a quality service. 
The research of this aim was carried out in the Business School of the Napier University 
Edinburgh. It was hypothesised that, 'Levels of customer (All Students) satisfaction are 
directly related to the congruence of the value systems of the main stakeholders (All 
Students / Lecturers / Senior Managers) within a service consumption'. 
The objectives of the research were stated as : - 
1) To understand the diversity of values systems within the realms of education practices. 
2) To investigate the values adopted by each of the stakeholders involved within a 
programme of education. 
3) To establish which values are important in ensuring a successful education programme. 
4) To determine the levels of congruence between the values as demonstrated by each of 
the stakeholders within the education experience. 
5) To identify value aspects as either "core" or "peripheral" since this will determine the 
degree of congruence within the existing education programmes and facilitate any change 
management programmes deemed necessary to ensure customer, i. e. stakeholder, 
satisfaction. 
In the main, as will be discussed, these aims and objectives have been achieved by the use 
of the various methodologies as described within the body of the thesis. The outcomes from 
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their use within the terms of the research culminating in the development of a framework 
for the measurement of quality in higher education. 
Throughout the literature research contained within this thesis the role which quality 
values play within the sequence of the holistic world view of Culture, to the Values, 
Quality, Service, and finally as a specific to Education as a Service has been discussed. 
Numerous arguments have been promulgated throughout the foregoing sequence on how a 
greater understanding on the part of the stakeholders of the roles which values play would 
minimise the problems encountered with the levels of satisfaction and dissatisfaction of the 
customer. From these assertions and the Case Study findings the main conclusions to be 
drawn on the validity and generalisability of the framework for measuring quality values in 
the field of higher education and on the research of multi-party service transactions are 
summarised below. 
The summary is followed by a detailed discussion of the findings and of their reliability and 
validity. The thesis concludes with a discussion on how these findings influence the present 
state of knowledge, what has been established, and what remains unclear. 
Recommendations and areas for future research are suggested. 
The main conclusions are that :- 
e The framework developed for the measurement of quality in Mgher education was 
reliable and with local modification generalisable. 
* The hypothesis proposed in this study is not supported by the empirical findings and 
theoretical reasoning. The results of non-congruence of quality values as held by the 
three main stakeholders within the educational experience, i. e. the Students, the 
Lecturing Staff, and the Senior Management, having no influence upon the levels of 
satisfaction of the Students as the customers of the education service offered. 
A test of the levels of congruence between the values as demonstrated by each of the 
stakeholders within the education experience being an objective of the research 
undertaken. 
0 Core and peripheral quality values have been identified for each of the main 
stakeholders within a University learning experience. This was an airn and objective of 
the research undertaken. 
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Significant differences exist in the expectations of, or Importance placed upon, certain 
aspects of a University learning programme by the identified subculture groupings of 
the customers of that programme, i. e. the Student population, at varying stages or types 
of learning throughout their programmes indicative of the dynamic nature of an 
individual and groups' quafity value system. 
Significant differences exist between the Lecturing Staff and the Senior Management. 
particularly in regard to their core value levels of commitment to a course of learning 
on the part of the University and of the Students. 
The role of the Senior Management within a University learning programme appears to 
have little influence upon the satisfaction / dissatisfaction level of a Student's learning 
experience. 
The Student transformation process can be seen within the Case Study data set when 
certain aspect of the Univesrity learning experience change over the Years and Types of 
Student study. 
The results of the analysis of the Case Study data set has clearly indicated the 
complexity and diversity of the participants' quality value systems in operation within a 
University learning experience. This was one of the aims and objectives of the research 
undertaken. 
6.1 Discussion of Results 
One of the main ainis of this research was the development and reliability testing of a 
fi-amework for the measurement of quality in higher education. The use of the fi-amework 
adopted and adapted to meet the requirements of piloted questionnaire outcomes has 
shown, by the issues raised within the framework's structure and the quality and quantity of 
the respondent's answers to the questionnaire developed from the fi-amework, to be 
reliable. 
The make-up of the populations sampled has enabled conclusions to be drawn on the 
validity of the Framework for Measuring Quality in Higher Education throughout the 
Napier University and to some extent when factors such as cross cultural values, 
demographic considerations, questionnaire's wording, etc., are taken into account as the 
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basis for the further examination of stakeholder value systems within the education 
experience in the UK and internationally. It is however accepted that the data collected and 
analysed was taken from one source, i. e. the Business School of the Napier University of 
Edinburgh, and that comparison with other Universities and their Departments outwith this 
sample population would have provided data having a greater degree of validity of results 
found. 
An examination of the aggregated means of the Importance of the three parties within the 
scope of the Case Study gave an indication by their responses to the questionnaire content 
of their core and peripheral quality values in relation to a learning programme. Whilst two 
of the parties, the Students and the Lecturers, shared many of the values as shown by their 
respective hierarchies of Importance the third party's, the Senior Management, Importance 
hierarchy did not match that of the others to the same extent. It was felt initially that this 
phenomenon would have little or no influence upon the outcome of the hypothesis under 
test. The result from the examination of the main thesis as previously stated was rejected. 
This conclusion was reached by using pattern matching of those questions where the degree 
of non-congruence of the three stakeholder's means of Importance was significant, as 
found by an ANOVA test, with those of the hierarchical aggregated means of the Student 
Importance / Satisfaction Gap. Questions as to the validity and reliability of Case Study 
data set following the results of the hypothesis test proved to be unfounded. 
To investigate the possible reasons for the outcome of the main hypothesis findings and to 
examine certain themes thrown up by the Case Study questionnaire findings a series of 
hypotheses were tested using the data set as produced by the questionnaire. 
The analysis of these hypotheses has raised issues and focused thoughts on the possible 
explanation for the re ection of the main hypothesis. The results and conclusions drawn j 
from the seven hypotheses tested as summarised in Table 5.26 were as follows; 
Hypothesis II identified that one group, the Students, within the stakeholder groups had a 
greater number of non congruent values than either of the other two. 
Having established this factor Hypothesis III tested the quality value relationships between 
the Students and the Lecturers, the Students the Senior Managers, and the Lecturers and 
Senior Managers to establish if a greater level of non-shared quality values existed between 
one of the groups tested. This test showed that a greater level of non-shared quality values 
existed between the Students and the Lecturers. The role of Senior Management within the 
learning programme seeming to have little influence upon levels of Importance or 
Satisfaction of the Students which could be liken to the experiences of other service 
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industries where the managers are remote and therefore the customer satisfaction and 
interaction elements are brought about by the front facing staff. 
Using the Student / Lecturer pairing Hypotheses IV, V, VI, VII, VIII tested the various 
sub-cultural divisions, as discussed in the Culture and Values Section 2.5 of this thesis, of 
the Student population, i. e. the Undergraduate Students as a whole and Year on Year I st 
to 4th Years, the Graduates Students, Full-time Students, and Part-time Students either 
between these groupings or between each of these groupings and the Lecturing Staff to 
establish the levels of non-congruence of the pairings. 
The following hypotheses' outcomes indicated that; 
Hypothesis IV: Tested if student quality values remained unchanged over the period of 
their learning programme and found that this was not the case priorities changing most 
noticeably in the later years of their programme with the advent of the Student going out 
into the work environment. 
Hypothesis V: Tested what influences, if any, Part-time or Full-time type of learning had 
upon a Student's value system. It was found that priorities, particularly in relation to the 
usage of tangible facilities differed between the two groups. 
Hypothesis VI : Testing found that Student's value systems are influenced by their 
experiences within the working environment. 
Hypothesis VII : Testing found that the division of the Student population into 
Undergraduate and Graduate populations will identify specific areas of significant 
differences of Importance between those populations and those of the Lecturing Staff. 
Hypothesis VIII : Testing found that the division of the Student population into their Years 
of a learning programme will identify specific areas of significant differences of Importance 
dependent on their year of study. 
There is evidence within the hypotheses outcomes of the'doing something to'element of 
the educational experience transformation process. Student's "learned" quality values 
being seen to change over the period of their learning programme or by their experience of 
the service being provided, e. g. social contact is only a value issue in Years I and 2 
disappearing in Years 3 and 4 when Students arc approaching the work environment for a 
similar reason the amount of personal time needed to complete the course of learning is a 
value issue for Years 3 and 4 but not for Years I and 2, Part-time Students focus upon the 
values associated with the teaching processes whilst Full-time Students focus upon the 
support mechanisms such as the library service. Other examples of the transformation 
process can be seen in the test findings of Hypothesis 11 to VII within the Data Analysis and 
Results Section of this thesis. 
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The foregoing Hypotheses findings adds to the overall conclusion that the dynamics of 
value systems change are ongoing making the design and management of service provision 
in such an environment extremely difficult. The diversification of the Student 
population into the various groupings, each with their own values system, as shown in the 
Hypotheses testing can be seen as representing subcultures, as discussed in 2.5 of the 
Culture and Values Section of this thesis. The action of these subculture groupings could 
be the reason for the outcomes as found when testing Hypothesis 1, the main research 
Hypothesis. 
Given the acceptance of ongoing change the following conclusions have been made with 
regard the design and management of the provision of learning programmes within the 
Business School of the Napier University. The conclusions have been reached as a result of 
the Case Study findings being tested against the Oakland (1997) and Gronroos (1990) 
models of six Service attributes / determinants of service design. 
6.1.1 The Oakland Model 
1) Labour intensity - the ratio of labour costs incurred to the value of plant and equipment 
used (people versus equipment-based services). 
Whilst the overall ANOVA findings did not reveal a problem with the size of classes and 
therefore the Staff: Student ratio significant differences did exist between the requirements 
of the Students in relation to the Lecturer's teaching style, i. e. the customer contact point, 
in the first year of a leaming programme. However after the initial shock of the style of 
learning expected of Students there would appear to be an acceptance of the Staff : Student 
ratio by the Students in the later more self reliant years of their programme. 
As with other elements of the learning programme there is evidence within the research 
that the transition from School Pupil to Student is not particularly well handled in terms of 
the understanding of the expectations, and therefore the value systems, of both the 
University as provider and of the Student as customer prior to embarking on a learning 
programme. This issue being discussed within the Culture and Value Expectations Section 
of this thesis reference Vroom (1964) and McElwee and Redman (1993). 
It is conclude therefore that within the current learning programme design process there is 
a requirement that matriculation and acceptance of places into the University environment 
to be reassessed. As Soutar and McNeil (1996) found, "Student's first contact with the 
university is at the time of enrolment, it is imperative that attention be given to improving 
the quality of this experience as it may colour all subsequent interactions". 
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2) Contact - the proportion of time required to provide the service for which the consumer 
is present in the system. 
Whilst the proportion of time as registered by the general acceptance of the current length 
of lectures appears to meet customer expectations the whole area of Tutorials and 
Feedback of assessments appears to require reassessment to evaluate the causes of Student 
dissatisfaction with current practices within the programme design and management. 
As with the previous attribute problems exist within the area of matriculation with regard 
to information on the time expected of Students to complete their programme. 
3) Interaction - the extent to which the consumer actively intervenes in the service process 
to change the content of the service; this includes customer participation to provide 
information from which needs can be assessed, and customer feedback from which 
satisfaction levels can be inferred. 
Whilst the University actively seeks feedback on course content and all other aspects of a 
Student's learning experience there is little evidence, in the eyes of the Students as 
customers of the service, that anything is changed as a result of this feedback. The Case 
Study data set indicating a high level of dissatisfaction with this aspect of a learning 
programme. 
Communication, as expounded elsewhere in this thesis, is a two way process which requires 
constant reappraisal of its design and management for in raising customer expectation by 
asking the question and then being perceived, all be it wrongly, as not answering either by 
action or explanation the service provider runs the risk of loosing the all important 
consumer trust factor required by service industries to survive and to continuously improve. 
It is concluded therefore that reappraisal of communication be built into the design of all 
programmes as a strategic issue. 
4) Customisation - which includes choice (providing one or more selections from a range of 
options, which can be single or fixed) and adaptation (the interaction process in which the 
requirement is decided, designed and delivered to match the need). 
The question of teaching and self learning through Student empowerment to take control 
of their own education as discussed within the Service Section of this thesis is currently the 
subject of ongoing discussion amongst educationalists, (Ramsden, 1986; Wiggins, 1990; 
Roper, 1992; Harvey and Green, 1993). The findings of the research within the Case Study 
outcomes would indicate that this is a strategy issue for the Business School the ANOVA 
test having indicated significant differences of means of Importance between all three 
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parties in the learning programme. From research discussion with Senior Management the 
current thinking would appear to indicate that Student empowerment would become the 
norm within the design of learning programmes. Should this become the situation it is 
concluded, from the Impottance placed upon self learning and teaching by the customers 
and customer facing staff, that they should be more involved in the design of programmes 
and that, as in attribute three, communication at all levels be reappraised. 
On a positive note the question of flexibility to meet student needs other than to 
accommodate some of those with part-time work requirements would appear to meet the 
Student body as a whole's requirement. 
There are apparent problems within the Graduate's programmes with information and the 
use of certain Tangibles such as the library and the refectory as shown by the negative Gaps 
scores between their aggregated means of Importance and Satisfaction which fall into the 
area within the research of 'for future research' to establish the causes, if any, to be 
actioned by the programme's designers. 
5) Nature of the service act - either tangible, i. e. perceptible to the touch and can be owned, 
or intangible, i. e. insubstantial. 
The nature of service provision as an intangible has been discussed at length throughout 
this thesis. Education can be generalised as a person to person communication exercise 
having no tangibles. However tangibles are important in facilitating the transference of 
knowledge and as such are included in the learning programme design. The Importance 
which Students place upon various aspects of the tangible content of their learning 
prograrnme can be seen in the results from the aggregated Importance / Satisfaction Gap 
findings where 6 of the 15 questions found to have Gaps >I were in the tangible area. 
The major issues found to be of Importance and Dissatisfaction within this area were the 
availability of computer equipment for the Students. All three parties rated the library 
content, space, and location highly in their hierarchies of Importance and in addition the 
Students indicated dissatisfaction with the current service as offered by the library in the 
main due to its location being scattered across various campuses. 
A new Business School at the Napier University is currently under construction and these 
problems should therefore be overcome a new all inclusive library being include within the 
new building. 
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6) Recipient of service - either people or things. 
Commitment between all parties is perceived as the major core values problem throughout 
all of the facets of the learning experience. 
Conclusions could be drawn form attributes previously described however ascribing the 
root cause of this situation would, in the opinion of the researcher, require an in depth 
research programme out with the aims and objectives of this research programme and 
therefore is included as the main item within the further research recommendations. 
6.1.2 The Gronroos Model 
1) Professionalism and Skills - The customers realise that the service provider, its 
employees, operational systems, and physical resource, have the knowledge and skills 
required to solve their problems in a professional way (outcome-related criteria). 
The area surrounding teaching style which incorporates professional knowledge and skills 
covers 35% of the Case Study questionnaire content. Problems in this area only arise within 
the questions on the teaching style being effective and professional, independent learning 
(previously discussed in the Oakland attribute 4 Customisation conclusion), and with 
tutorial assessment reports. Neither effective and professional nor tutorial assessment are 
indicated as having a high Importance hierarchy rating. The conclusion therefore is a 
positive one assuming that the Oakland attribute 4 Custornisation conclusion is acted upon. 
2) Attitudes and Behaviour - The customers feel that the service employees (contact 
persons) are concerned about them and interested in resolving their problems in a friendly 
and spontaneous way. 
A major issue within the Student and Senior Management Focus group issues was the 
treatment of Students as individuals and as adults however across the wider population of 
recipients of the questionnaire this did not appear to be an issue. The issue of mutual 
respect between Staff and Students was a high priority for Lecturers and Senior 
Management and the question showed a significant difference of means of Importance in 
the ANOVA test results. As with many other questions within the study this question raises 
more questions than answers. What do the Lecturers and Senior Managers mean by mutual 
respect is it for the person or for the status ? Is the aggregated response part of the general 
trend in society which no longer shows respect for authority ? The Est could go on and 
therefore no conclusion can be drawn from this question other than to include it among 
those for future research. 
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The question of approachability within the teaching style section of the questionnaire 
highlighted a significant difference in means of Importance between the Lecturers and the 
Senior Management. Lecturers positioning approachability as number 7 in their hierarchy 
whilst Senior Management see it only as number 39 in their hierarchy. Evidence one could 
conclude of Lecturers seeing approachability as part of their value system as customer 
facing staff. Senior Managers may well adopt an 'open door policy' feeling that this makes 
them approachable however there is ample evidence in the Business Management literature 
that this policy has the opposite influence to that desired of making the manager perceived 
as being remote by expecting his / her staff to come to them rather than by showing 
concern by 'walking the job'. 
It should be pointed out that the question of approachability does not appear to be a 
problem for the Student population as a whole and therefore the conclusion made in the 
Oakland Model attribute 3) Interaction on communication may well apply to this issue. 
3) Accessibility and Flexibility - The customers feel that the service provider, its location, 
operating hours, employees, and operating systems, are designed and operate so that it is 
easy to get access to the service and so that they are prepared to adjust to the demands and 
wishes of the customer in a flexible way. 
The conclusions drawn within the responses to questions within the questionnaire on this 
area of the learning experience align with the conclusion as stated in the Oakland Model 
attributes 4) Customisation and 5) Nature of the service act. 
4) Reliability and Trustworthiness - The customers know that whatever takes place or has 
been agreed upon, they can rely on the service provide, its employees and systems, to keep 
promises and perform with the best interests of the customer at heart. 
The question of module and therefore programme delivery has not been highlighted as a 
problem at any stage throughout the analysis of the Case Study data set findings. The 
conclusion must therefore be a positive one that the Business School has 'got it right'. 
5) Recovery -The customers realise, that whenever something goes wrong or something 
unpredictable unexpectedly happens the service provider will immediately and actively take 
actions to keep them in control of the situation and find a new acceptable solution. The 
conclusions drawn within the responses to questions within the questionnaire on this area 
of the learning experience allgn with the conclusion as stated in the Oakland Model 
attributes 3) Interaction. 
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6) Reputation and Credibility - The customers believe that the operations of the service 
provider can be trusted and gives adequate value for money, and that it stands for good 
performance and values which can be shared by the customers and the service provider. 
The questions and conclusions drawn from their findings within the questionnaire were; 
Question 10; that the programme of study represents value for money does not figure 
anywhere within the problem areas of the research nor is it given a high priority of 
Importance by any of the three stakeholder groups. Anecdotal evidence from the focus 
group findings was that since the majority of full-time students, and therefore the majority 
of people responding to the questionnaire, did not pay fees that the subject content of the 
question was an irrelevance. There was evidence however within the Full-time Part-time 
analysis of Student Importance ratings that the value for money aspect of a learning 
programme was an issue since most Part-time Students were wholly or in part self funded. 
As Hill (1995) points out, "It is a salutary note that since more and more British Students 
are having to make greater personal financial investments in their college / university 
education (via part-time jobs, student loans, etc. ) they are likely to become increasingly 
demanding customers of the higher education service". 
Further evidence of the value of dividing large populations into identifiable groupings 
(subcultures) to ensure that their needs do not undermine the desired organisational culture 
as discussed elsewhere within this thesis. 
Question 40; that the Student's qualification is value for money also does not figure as a 
problem area nor has a high priority of Importance for the same reasons one assumes as for 
Question 10. 
Question 4 1; that qualifications gained are of value represents the number I priority for 
Students number 4 for Lecturers and number 2 for Senior Managers. Unfortunately the 
question is also seen by the Students as being a problem area the question having an 
Importance / Satisfaction Gap score of 1.04 placing it at number 10 of 15 questions with a 
score of >I in the hierarchy of Gap scores for the aggregated means of responses from all 
Students. 
The conclusion drawn from the findings of this question is that the shared values 
demonstrated by the priority which all stakeholders have given the question's content can 
only be seen as a positive factor from which to build research into the reasons for the 
Student's perception that the area of qualifications gained is a problem. 
Given all of the foregoing it is apparent that the present design and management of 
learning programmes does not meet all of the requirements of the Student population all of 
the time. The conclusion however must be that how can it when the customer's goals and 
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objectives keep changing, (Vroom 1964; McElwee and Redman 1993), it is therefore 
important for the service design, i. e. the programme of learning, to focus upon the Core 
values of the customer which for this research are shown in Table 5.2 wHst ensuring that 
the peripheral values support the core values and do not become major issues of 
dissatisfaction. 
6.2 Research Reliabilily, Validily, and Generalisability 
With any research project certain factors dictate that data gathered must have a cautionary 
warning added to any discussion into the reliability and validity of the findings of the 
research. It is recognised that in the case of the research conducted whentesting of the 
hypotheses contained within this thesis the following factors could have played some role 
during the collection of the Case Study Data; 
a) the timing of the collection being carried out, as it was, prior to a holiday period 
influencing recipients true feelings on the content and spirit of the questionnaire. 
b) as previously stated the fact that the data was collected from the limited source of one 
School within the University and from only one University. 
c) the limited size of the population made available for the research to be carried out. 
d) it is accepted that it was impossible to totally eradicate all sources of bias on the part of 
the research team, those involved in the interviews, nor those who completed the 
questionnaire-based survey during this research. However the fact that the questionnaire 
survey supported the findings of the interview stage of the research and therefore the 
framework for measuring quality in higher education indicates that bias effects were 
negligible within the constraints of the aims of the research. 
Causal effects for any ambiguity or question structure bias have been discussed within the 
content of the questionnaire section of this thesis and been shown to be minimal when 
tested against archival Napier University Student Satisfactory questionnaires and results. 
The questionnaire survey supported the findings of the focus groups and therefore the 
framework for the measurement of quality in higher education indicates that bias effects 
were negligible within the constraints of the aims of the research. 
To summarise the discussion on reliability and validity the main strength of the research 
methodology which was adopted is that the results obtained have been validated by the 
process of triangulation through the use of current literature surveys, Case Study interviews 
and questionnaire findings, and archival data. This has enabled the levels of bias and 
ambiguity to be assessed and found to be within acceptable limits. 
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VvUlst, as has been discussed elsewhere in this thesis, the use of only one School within the 
Napier University and of only one University to test the aims of the thesis research may 
influence the generalisability of the Framework for Measuring Quality in Higher Education 
the Napier University represents a typical modem University which is much the same as 
most other Universities in structure and culture. At the time of the research no major 
upheavals nor changes were happening to cause the results of the Case Study findings to be 
other than normative. As such the results obtained from the University can be seen as being 
demonstrative of those likely to be obtained from other Universities. It is therefore argued 
that when local factors such as cross cultural values, demographic considerations, 
questionnaire design, University structure, research timing, etc. that the Framework's use is 
generalisable as an aid to the evaluation of learning programmes in Higher Education 
establishments. 
6.3 Recommendations and Discussion 
"The truth of a theory is not at issue, since truth is subjective, but each truth must be strong 
enough to support the next set of questions. The real progress is not to be found in the 
answers but in considering the right questions7'. Noel Spare, (2001) 
This research has contributed a comprehensive picture of multi-party congruence of quality 
values in the service area of higher education. The research has enabled conclusions to be 
made regarding the effects which two and three party quality value congruence has on 
customer satisfaction levels. However as with most research regarding human factors there 
remain some questions still outstanding on both values and quality of service in the 
education service as reflected in the findings of the case study element of the research 
conducted. 
The major finding of the research undertaken was that at the time when the research was 
conducted the lack of congruence between the three main stakeholders within an education 
experience had no effect upon the levels of satisfaction of the 'customer', i. e. the Student. 
As the main contribution to the body of knowledge on this subject researchers in this field 
may wish to note this finding with regard to three party sharing of Values within an 
educational environment. 
It was however evident from further research that the levels of Student satisfaction were 
affected by the levels of congruence, (sharing), of Values between the Students and the 
Lecturing, customer facing, Staff. It is therefore recommended that due cognisance of this 
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factor be taken when designing Staff Development Courses, Student Charters, Programme 
Designs, Communication Channels, Change Programmes, Total Quality Initiatives, 
Customer / Community Focus in line with the Best Value Initiatives, in fact almost any 
issue involving the Congruence of Values within the environment of a University. 
In addition to the main contribution to knowledge the findings of the research resulted in: 
a) The existing literature on the congruence of Quality Values in Service industries from a 
variety of different sources has been synthesised. 
b) The Methodology adopted throughout the research was robust and could be adopted to 
meet individual requirements. 
c) The Framework for Measuring Quality in Higher Education is reliable and after 
adaptation to meet local requirements is generalisable as an aid to the evaluation of 
programmes of learning in relation to Students, Lecturing Staff, and Senior Management 
which is sufficiently reliable to use in the theoretical understanding of areas of study across 
Higher Education establishments. 
6.3.1 Issues Raised by the Case Study's Findings Specific to Napier Universily and 
its Business School 
1) The perception of the lack of commitment by all stakeholders to the Business School's 
programmes of learning. 
2) The role of Senior Management within the learning programme seems to have little 
influence upon the Student levels of satisfaction. 
3) The perception of the lack of value of the qualifications gained by Students. 
4) The lack of management of communication channels within the University at all levels. 
5) Student dissatisfaction with specific elements of learning programmes particular to 
status of Student, year of study within a learning programme, or type of learning 
programme. 
6) The reasons for the identified differences in levels of Importance of aspects of learning 
programmes between the Lecturing Staff and the Students. 
7) The apparent lack of mutual respect between Students and Staff at all levels. 
8) The apparent differences in Value systems between the Administration Staff and the 
University. 
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6.3.2 Personal Reflections 
Reflecting upon the fmdings of all of the hypotheses tested it is not difficult to see that the 
main hypothesis perhaps tried to oversimplify all of the factors within the educational 
experience. Involving as it does the 'people factor' each having their own quality value 
system and stance in the provision of the service either in groups or as individuals. As 
Rokeach pointed out the Trillions of values which each person calls upon at different times 
to evaluate a service makes the measurement of a service have nightmarish proportions. 
Reflecting upon the research process like so many before me I found that the time to 
complete the simplest task seemed to take forever. 
Appendix In 
Focus Group Interview Questions 
Critical Incident Question 
Can you think of one good experience and one bad experience that you have had during 
your education experience to date ? WiU you share it with the rest of the group ? 
Group and Individual Questions 
1) What do you understand as Values ? 
2) What did you expect to get from your time at the University ? 
3) What kind of skills did you expect to get at Napier, e. g. job prospects enhanced, etc. ? 
4) What's the social fife like here at the University ? 
5) On reflection now was there enough information available to you during matriculation 
about your course and the amount of work that was entaRed in completing it ? 
6) Do you expect that everything wR1 be fed to you or did you think that there should be a 
lot of self learning ? 
7) What do you think about everybody's commitment to your course of study ? 
8) What about the teaching process ? Do you expect to be lectured or do you expect to 
participate ? 
9) Do you think that working as a team should be included in your course? 
10) Do you think that lecturing staff and the programmes that they teach should be right up 
to date ? How do you know if they are ? 
11) What do you think of class sizes too big, too small, or just about right ? 
12) How approachable are the lecturers ? 
13) How useful are your tutorials ? 
14) How flexible is your programme meeting your particular needs ? 
15) Do you think that your course is value for money and does this matter ? 
16) How valuable do you think that your degree is in terms of your career prospects ? 
17) What do you think of Napier's facilities such as the library, parking facilities, 
computers, restaurants, the classrooms, the teaching aids, etc. ? 
18) Do you think that an atmosphere of mutual respect between students and staff exists 
within the University ? 
19) What communications avenues do you have upwards and downwards ? 
20) What do you think of communication within the University in general ? 
21) How do you relate to the University and the Business School ? 
Appendix lb 
Senior Manager 
1) What do you understand as Values ? 
2) What do you understand as Values in terms of the education experience ? 
3) How do you rate these *values in terms of importance ? 
4) What values do you see coming into play in the classroom environment ? 
5) What expectations do you have of a) yourself, b) your staff, c) your students. 
6) In terms of these where do you see trust and respect for the individual ? 
7) What do you see as the staff and students' level of involvement in the education 
experience ? 
8) How would you communicate your thoughts on their involvement ? 
9) How would you handle feedback ? 
10) What values do you think that your staff bring to their jobs ? 
11) What do you think that lecturers' expectations are of the University ? 
12) What overall values do you see coming into play in the classroom environment ? 
13) How would you measure the effectiveness of your school ? 
14) What values do you see coming into play in the classroom environment ? 
15) What values would you like to share with your students, staff, and fellow senior 
managers of the University ? 
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Lectuiing Staff 
1) What do you understand as Values ? 
2) You talk of goals and measures who measures you and do you have personal goals or 
are they a given ? 
3) What communications avenues do you have upwards and downwards ? 
4) How about the teaching process itself ? 
a) Is it a teaching process or is it a learning process ? 
b) How do you keep the interest level up ? 
c) How do you keep the attendance levels up ? 
d) What is it for you that lets you achieve ? 
e) What is it for you that is a teaching situation, i. e. from you down to the student without 
their participation ? 
What is it for you that is a learning situation ? 
5) Who is responsible for motivating the students ? 
6) What do you think of the support mechanisms which aid you when you are teaching ? 
7) How do you keep up to date with you subject ? 
8) Do you ask students about their expectations of the course which you teach and if so 
what have been their responses ? 
9) What do you think of the student matriculation process used by the University ? 
10) What are your expectations of a) Senior Management, b) your students ? 
11) What do you think about the tangibles which support your efforts to make the 
education experience worth while ? 
12) What value do you think that the students get from attending the Business School ? 
13) Do you think that there is an atmosphere of mutual respect for the individual within the 
Business School ? 
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Appendix 2a 
This questionnaire Is designed to gather information on your expectations as a student at the UnNwWty. It asks you to qlýve an 
Importance rating and measure of satisfaction to each al the statements. If you strongly agree with a staternent or you consider it to be 
very Important mark box S. If you strongly disagree with a statement or consider it to be unimportant. mark box 1. If you feel that the 
statement cannot be applied to your particular experience. please mark the NIA box Please mark only one box in each case. 
How important is it to you that your study programme should include-- 
12345 
';; 7-unimpa 7n-t> important 
1) Vocational topics which enhance canser development 
2) Transferable knowledge skills ? 
3) A balance between teaching and self leaming ? 
4) Class teamwoddng ? 
5) Skills for lifelong learning ? 
6) Generally enhances your job prospects 
12345 PUA 
I 
very 
M. M. 
very 
M. 
U. 
How Important is N to you that :- 
12345 
7) The standard of the entry qualification Is adequate for 
" course 7 
I1 8) The University is situated in a oosmopolftan area ? 
I1 9) The University offers the opportunity for Improved 
social contact ? 
1 110) The programme of study represents value for money ? 
very unimportant -very important 
During your Induction Into the University how knportant were the follo%ving aspects to you 
12345 
IIIII 
IIIII 
very unimportant ý, very important 
11) That all of the information provided was relevant 
to your needs ? 
12) That them was sufficient information on what was 
mpected of you In terms of the amont of personal 
study time which you would have to undertake 7 
13) That them was sufficient information available on the 
amount of course asses ment required to complete 
the course ? 
14) That there was sufficient Information available on 
notice-boards ? 
15) That here was sufficient lnlbrmaUon available on how 
fees should be be paid ? 
16) That there was sufficient information regarding your 
programme of study prior to joining the University ? 
17) That there was sufficient Information regarding your 
programme of study during Department and or 
programme induction sessions? - 
During the coursed your programmedlearning how Irnpartant is it to you that:. 
vimy unimportent very important 
18) There is commitment to the course by; 
a) the University ? 
b) the lecturing staff ? 
c) the students ? 
19) That you ftel that module content Is relevant ? 
20) That you feel that module content Is up to date 
21) Lectures are not too long ? 
22) Chiss sizes are not too big ? 
23) The teaching style eftc"y transfers knowledge ? 
24) The teaching style eftcfively develops students 
personal skills ? 
25) The teaching style is credible and persuasive ? 
26) The teaching style Is effective and professional ? 
27) The teaching style ensures that lecturers are 
approachable ? 
28) Teaching staff encourage independent leaming ? 
29) Guided reading is built into the programme of 
leaming structure ? 
30) Case studies are built into the programme of 
leaming structure ? 
3 1) There are arrangements in place to allow for effective 
communication between staff and students ? 
32) Modules are generally delivered according to 
a pro-arranged schedule ? 
12346 WA 
very dissatistm > very satisned 
2345 NIA 
very dissatlsfmd V" "tisfieu 
very dissansfied >>> wary saustow 
How Important Is It to you that tutorials have:. 
12346 
=4 
V" 
very unimportant >very important 
33) Relewuxe to the your own learning expenence ? 
34) Levels d academic support ? 
35) Levels of leaming support material ? 
36) A process for the assessment of your work ? 
37) A process which allows you to confirm your 
subject understanding ? 
38) The appropriate type d assessment 
e. g. exam. oral, project etc. ? 
39) The appropriate timescales for Asedback 
on assessments ? 
12346 N/A 
very dissatjsnw >> vety satished 
Appendix 4 
Published Work 
Telford A. R., and Masson R. (2001); Developing a Framework for Measuring Quality in 
Higher Education, in Integrated Management, Proceedings of the 6th International 
Conference on ISO 9000 and TQM, Ayr, Scotland, April 17 - 19, pp. 608 - 612. 
Appendix 2b 
When assessing your programme of study how Important 13 it to you that: - 
123 
-4- -5 40) Your qualification Is value for money ? 
41) Qualifications gained are d value ? 
very unimportant ,- very important 
How knportant is it to you that your pmgramme of leaming has :- 
12345 
IA 42) Compatibility vvith any part4me work undertaken by you ? 
43) Fle)dbility to meet an IndividuW's requirements ? 
HP 
44) A challenging academic content ? 
unimportant *P very important 
How Important Is it to you that throughout your programme of Warning there is a monitoring 
process which uses : - 
12345 
45) Two way communications between the University 
and the students ? 
46) Modular feedback is gathered by the University and 
acted upon ? 
47) Course feedback is gathered by the University and 
very unimportant 2- very important acted upon ? 
How important is it to you that your programme of learning has 
12346 
48) An acceptable standard of audio-visual 
equipment available ? 
49) An acceptable standard of laboratory 
equipment available ? 
50) An acceptable standard of classroom ? 
very unimportant -, very important 
How important is it to you that your programme of learning that the library has: - 
12345 
51) An acceptable lavel of availability of computer 
equipment and laboratories ? 
52) An acceptable level of quality of the computer 
equipment provided ? 
53) An acceptable level of books and journals available ? 
54) An acceptable level of space ? 
55) Opening hours compatible with student needs ? 
56) A location and content compatible with all subjects 
very unimportant ;o very important taught ? 
How important is it to you that the University provides , 
12346 
]EE] very unimportant >very important 
57) An acceptable level of toilets and washroom facilities 
available to everyone within the University ? 
58) Car parldng facAfties ? 
59) Recreation facilities ? 
60) An acceptable level of sports facilities ? 
61) Sports facilities with opening times which are compatible 
with student needs ? 
62) Refectories which provide food which is value for money ? 
63) Refectories which provide a balanced range of food ? 
How important Is it to you that your programme of learning has: - 
12345 
64) Ensured that you have an identity with the University ? 
65) Ensured that you haw an identity with the Business 
School ? 
66) An emphasis on trwting students as adults ? 
67) An emphasis on treating students as an individual ? 
68) An atmosphere of mutual respect between yourself and 
very unimportant > very important the University staff ? 
12345 NIA 
11 
13 very dissabsfied ý, very 8006d 
12345 WA 
IIII 
dissafisfied vefy satished 
12345 MIA 
very dtsubsfied > very sabsW 
12349 NIA 
very dissabsfied 3, very SabStled 
12346 WA 
vety dissabsfied > vwy ti. 
12345 N/A 
very dissabsW >>> very sabsfied 
49 WA 
very 
Thank you for taking the time to complets this survey. 
Appondlx 2c 
This section has been designed to gather background on the type of teaching you do. 
Subject Area :- 
Type of teaching :- 
Early Underqraduate 
Final Year Undergraduate 
Full Time Masters 
Part-time Masters 
When completing this questionnaire please mark only one box against each statement by Inserting a dash [-] 
(or any other mark) In the relevant box If you think a statement Is unimportant mark box 1, If you think a statement 
Is very Important mark box 5. etc. If you think that a statement cannot be applied to your particular circumstances 
mark the box NIA. Thanking you In anticipation for taking the time to complete this questionnalre. 
How Important is it to you that your study programme should include: - 
1) Vocational topics which enhance student career prospects ? 
2) Transferable skills like presentation project management, etc. ? 
3) A balance between teaching and self teaming ? 
4) Class team working ? 
5) Skills for lifelong teaming ? 
6) General enhancement of a student's job prospects ? 
How Important Is It to you that :- 
7) The entry qualifications are adequate to underpin the course ? 
8) The University Is situated In a cosmopolitan area ? 
9) The University offers the opportunity for Improved social contact ? 
10) The programme of study represents value for money ? 
During the induction process University how important are the follovving aspects :- 
11) That all of the Information provided Is relevant to the student's needs ? 
12) There Is sufficient Information on what Is expected of the student In terms of the 
amount of personal study time which will have to be undertaken ? 
13) There is sufficient Information available on the amount of course assessment 
required to complete the course ? 
14) There Is sufficient Information available on notice-boards ? 
IS) There is sufficient information available on how fees should be paid ? 
16) There Is sufficient Information regarding the content and nature of the 
programme of study prior to joining the University ? 
17) There Is sufficient Information on programmes of study during Department and 
or programme Induction sessions ? 
During the operation of a programme how Important Is it that :- 
18) There is commitment to the course by; 
a) the University ? 
b) the lecturing staff ? 
C) the students ? 
19) A module's content is relevant ? 
20) A module's content Is up to date ? 
21) Lectures are not too long ? 
22) Class sizes are not too big ? 
23) The teaching style effectively transfers knowledge ? 
24) The teaching style effectively develops students personal skills ? 
25) The teaching style Is credible and persuasive ? 
26) The teaching style Is effective and professional ? 
27) The teaching style ensures that lecturers are approachable ? 
28) Teaching staff encourage Independent learning ? 
29) Guided reading Is built Into the programme of ýeeaming structure ? 
30) Case studies are built Into the programme of leaming structure ? 
31) There are arrangements In place to allow for effective communication between 
staff and students ? 
32) Modules are generally delivered according to a prearranged schedule ? 
very 
12345 N/A 
totally unimportant >>> very Important 
12345 NIA 
totally unimportant >>> very important 
IIIII 1= 
totally unimportant >>> very important 
Appendix 2d 
During the course of a programme how important Is It that tutorials have :- 
33) Relevance to student learning e)pedence ? 
34) Appropriate levels of academic support ? 
35) Appropriate levels of learning support material ? 
36) A process for the assessment of studen& work ? 
37) A process which allows confirmation of a student's understanding of a subject ? 
38) The appropriate type of assessment e. g. exam, oral, project etc. ? 
39) Appropriate time for feedback to correct student misunderstandings ? 
How important Is it that :- 
40) The studenrs qualifications are value for money ? 
41) Qualifications gained are of value 7 
Haw Important Is it that a programme of learning has :- 
42) Compatibility with any part-time work undertaken by students 7 
43) Fle)dbility to meet an individual student's requirements 7 
44) A challenging academic content 7 
How important is it to you that throughout your programme of learning there is a 
monitoring process which uses :- 
45) Two way communications between the University and the students ? 
46) Modular feedback Is gathered by the University and acted upon ? 
47) Course feedback is gathered by the University and acted upon ? 
How important Is It that a programme of learning has :- 
48) An acceptable standard of audio-visual equipment available ? 
49) An acceptable standard of laboratory equipment available ? 
50) An acceptable standard of classroom ? 
How Important Is it that the library has :- 
51) An acceptable level of availability of computer equipment and laboratories ? 
52) An acceptable level of quality of the computer equipment provided ? 
53) An acceptable level of books and journals available ? 
54) An acceptable level of space ? 
55) Opening hours compatible with student needs ? 
56) A location and content compatible vAth all subjects taught ? 
How Important Is it that there Is provision for *- 
57) An acceptable level of toilets and washroom facilities available to 
everyone within the University ? 
58) Car parking facilities ? 
59) Recreation facilities ? 
60) An acceptable level of sports facilities ? 
61) Sports facilities with opening times which are compatible with student and 
staff needs? 
62) Refectories which provide food which Is value for money ? 
63) Refectories which provide a balanced range of food ? 
How important Is it that a programme of Warning has :- 
64) Ensured that students have an Identity with the University ? 
65) Ensured that students have an Identity with the Business School ? 
66) An emphasis on treating students as adults ? 
67) An emphasis on treating students as an individual ? 
68) An atmosphere of mutual respect between students and all of the 
University staff ? 
very 
12345 WA 
totally unimportant >>> very Important 
12345 WA 
III 
totally unimportant >>> very Important 
12345 WA 
totalty unimportant >>> very important 
12345 N/A 
totally unimportant >>> very important 
very 
12345 WA 
totalty unimportant >>> very important 
12345 WA 
totally unimportant >>> very important 
Appendix 3a 
All Students I Lecturers I Senior Manage rs/ Administrators 
Aggregated Means 
Students Lecturers Managers Admin 
Question Important Satisfaction Gap Important Important Important 
QUIP 4.31 3.40. 0.91 4.16 4.14 4.57 
QU2P 4.32 3.47 0.85 4.39 4.14 4.86 
QU313 3.97 3.42 0.54 4.39 4.00. 4.43 
QU4P 3.59 3.38 0.21 3.77 3.86 4.00. 
QU513 4.18 3.40. 0.78 4.16 4.00. 4.29 
QU6P 4.47 3.50. 0.97 4.14 3.71 4.57 
QU7P 3.66 3.43 0.23 4.03 3.43 4.57 
QU8P 3.36 2.84 0.52 2.48 2.83 3.14 
QU913 3.68 3.15 0.53 3.48 3.57 4.14 
QUIOP 4.12 3.10. 1.02 4.08 3.67 4.14 
QUllP 4.18 3.27 0.92 4.06 4.14 4.86 
QU12P 4.09 3.34 0.75 4.25 4.00. 4.29 
QU13P 4.21 3.39 0.82 4.09 4.14 4.29 
QU14P 3.77 3.12 0.66 3.63 3.43 3.43 
01.11513 3.87 3.16 0.71 3.77 4.14 4.00. 
QU16P 4.10. 3.19 0.90. 4.23 4.29 4.86 
OU17P 4.05 3.34 0.72 4.25 4.29 4.43 
OU18AP 4.49 3.43 1.06 4.81 4.29 4.57 
QU18BP 4.59 3.54 1.05 4.92 4.71 4.86 
QUl8CP 4.15 3.36 0.80. 4.88 4.29 4.14 
01.11912 4.45 3.73 0.72 4.48 4.00. 4.29 
OU20P 4.48 3.60. 0.88 4.56 4.29 4.71 
OU21 P 4.02 3.67 0.34 3.95 4.17 3.86 
OU22P 4.16 3.47 0.69 3.90. 3.86 3.57 
OU23P 4.44 3.46 0.97 4.25 4.14 4.43 
OU24P 4.28 3.41 0.87 4.09 4.14 3.71 
QU25P 4.27 3.46 0.80. 4.25 4.14 4.00. 
QU26P 4.45 3.45 1.00. 4.51 4.00. 4.43 
QU27P 4.44 3.53 0.91 4.53 4.00. 4.57 
OU28P 4.12 3.59 0.53 4.58 4.33 4.43 
QU29P 4.18 3.56 0.62 4.19 4.14 3.86 
QU30P 4.06 3.57 0.48 3.66 3.43 3.29 
OU31P 4.30. 3.43 0.87 4.47 4.57 4.71 
OU32P 4.04 3.62 0.43 4.06 4.00. 3.71 
OU33P 4.37 3.44 0.93 4.48 4.14 3.86 
QU34P 4.30. 3.34 0.96 4.50. 4.29 4.14 
OU35P 4.31 3.35 0.96 4.31 4.00. 4.00. 
QU36P 4.33 3.41 0.92 4.06 4.33 3.57 
OU37P 4.31 3.34 0.97 4.38 4.57 4.14 
OU38P 4.35 3.56 0.79 
QU39P 4.37 3.11 1.26 4.50. 4.33 4.43 
OU40P 4.32 3.43 0.89 4.39 3.86 4.43 
OU41 P 4.72 3.68 1.04 4.72 4.57 4.57 
OU42P 3.66 3.50. 0.16 2.49 2.43 2.71 
OU43P 4.12 3.43 0.69 3.22 3.29 3.29 
OU44P 4.15 3.58 0.57 4.28 4.43 4.43 
OU45P 4.26 3.13 1.13 4.31 4.29 4.71 
OU46P 4.24 3.12 1.12 4.20. 4.00. 4.57 
OU47P 4.25 3.16 1.09 4.27 4.14 4.71 
OU48P 3.92 3.39 0.53 4.02 4.00. 3.57 
QU49P 3.58 3.32 0.26 4.05 4.17 4.14 
OU50P 4.04 3.34 0.70. 4.20. 4.29 4.29 
QU5lP 4.39 3.18 1.20. 4.19 4.14 4.43 
OU52P 4.37 3.34 1.03 4.29 4.29 4.43 
QU53P 4.58 3.45 1.13 4.63 4.43 4.71 
OU64P 4.39 3.62 0.77 4.39 4.43 3.71 
QU55P 4.53 3.62 0.91 4.42 4.29 4.57 
QU56P 4.49 3.50. 0.99 4.33 4.29 4.29 
OU57P 4.04 3.44 0.59 4.28 4.00. 4.00. 
QU68P 3.65 2.64 1.01 3.43 2.57 3.00. 
OU59P 3.69 3.04 0.65 3.43 2.29 3.29 
OU60P 3.47 3.20. 0.27 3.33 2.43 3.29 
OU61P 3.48 3.18 0.31 3.41 2.29 3.43 
OU62P 4.01 2.95 1.06 4.20. 3.71 4.14 
OU63P 3.99 2.98 1.01 4.19 3.43 4.14 
OU64P 3.72 3.22 0.50. 3.98 3.71 3.57 
QU65P 3.81 3.29 0.52 3.75 3.57 3.71 
QU66P 4.27 3.51 0.76 4.44 4.57 4.29 
OU67P 4.27 3.41 0.86 4.47 4.57 4.43 
OU68P 4.35 3.49 0.86 4.61 4.57 4.71 
All Students Appendix 3b 
Aggregated Means and Importance: Gap Formula Results 
Students 
Question Important Satisfaction Gap GapPosn. ImpxGap IxG Posn 
Quip 4.31 3.40. 0.91 25 3.92 25 
QU213 4.32 3.47 0.85 35 3.67 34 
QU313 3.97 3.42 0.54 55 2.14 56 
QU4P 3.59 3.38 0.21 69 0.75 69 
QU5P 4.18 3.40. 0.78 40 3.26 41 
QU6P 4.47 3.50. 0.97 17 4.34 13 
QU713 3.66 3.43 0.23 68 0.84 68 
Qu8p 3.36 2.84 0.52 59 1.75 62 
Qu9p 3.68 3.15 0.53 56 1.95 59 
QUIOP 4.12 3.10. 1.02 12 4.20. 16 
QUIIP 4.18 3.27 0.92 23 3.85 27 
QU12P 4.09 3.34 0.75 43 3.08 44 
QU13P 4.21 3.39 0.82 36 3.45 36 
QU14P 3.77 3.12 0.66 50 2.49 51 
Qui SP 3.87 3.16 0.71 46 2.75 49 
QU16P 4.10. 3.19 0.90. 28 3.69 32 
QU17P 4.05 3.34 0.72 44 2.92 45 
QU18AP 4.49 3.43 1.06 7 4.76 7 
QUIBBP 4.59 3.54 1.05 9 4.82 5 
Q1.118CP 4.15 3.36 0.80. 37 3.32 40 
Qui9p 4.45 3.73 0.72 45 3.20. 43 
QU20P 4.48 3.60. 0.88 30 3.92 26 
QU21 P 4.02 3.67 0.34 64 1.37 64 
OU22P 4.16 3.47 0.69 49 2.87 46 
OU23P 4.44 3.46 0.97 18 4.31 14 
QU24P 4.28 3.41 0.87 31 3.72 31 
OU25P 4.27 3.46 0.80. 38 3.42 38 
OU26P 4.45 3.45 1.00. 15 4.45 11 
QU27P 4.44 3.53 0.91 26 4.04 22 
OU28P 4.12 3.59 0.53 57 2.18 55 
QU29P 4.18 3.56 0.62 52 2.59 50 
QU30P 4.06 3.57 0.48 62 1.95 60 
OU31 P 4.30. 3.43 0.87 32 3.74 29 
OU32P 4.04 3.62 0.43 63 1.74 63 
QU33P 4.37 3.44 0.93 22 4.06 21 
OU34P 4.30. 3.34 0.96 20 4.13 19 
OU35P 4.31 3.35 0.96 21 4.14 18 
OU36P 4.33 3.41 0.92 24 3.98 24 
OU37P 4.31 3.34 0.97 19 4.18 17 
QU38P 4.35 3.56 0.79 39 3.44 37 
OU39P 4.37 3.11 1.26 1 5.51 1 
OU40P 4.32 3.43 0.89 29 3.84 28 
QU41P 4.72 3.68 1.04 10 4.91 4 
QU42P 3.66 3.50. 0.16 70 0.59 70 
QU43P 4.12 3.43 0.69 48 2.84 47 
QU44P 4.15 3.58 0.57 54 2.37 54 
QU45P 4.26 3.13 1.13 4 4.82 6 
OU46P 4.24 3.12 1.12 5 4.75 8 
QU47P 4.25 3.16 1.09 6 4.63 9 
OU48P 3.92 3.39 0.53 58 2.08 57 
QU49P 3.58 3.32 0.26 67 0.93 67 
QUSOP 4.04 3.34 0.70. 47 2.83 48 
QU51 P 4.39 3.18 1.20. 2 5.27 2 
OU52P 4.37 3.34 1.03 11 4.50. 10 
OU53P 4.58 3.45 1.13 3 5.18 3 
QU64P 4.39 3.62 0.77 41 3.38 39 
Qu55P 4.53 3.62 0.91 27 4.12 20 
QU56P 4.49 3.50. 0.99 16 4.45 12 
OU57P 4.04 3.44 0.59 53 2.38 53 
Qu58P 3.65 2.64 1.01 14 3.69 33 
Qu59P 3.69 3.04 0.65 51 2.40. 52 
OU60P 3.47 3.20. 0.27 66 0.94 66 
OU61P 3.48 3.18 0.31 65 1.08 65 
OU62P 4.01 2.95 1.06 8 4.25 15 
OU63P 3.99 2.98 1.01 13 4.03 23 
OU64P 3.72 3.22 0.50. 61 1.86 61 
QU65P 3.81 3.29 0.52 60 1.98 58 
OU66P 4.27 3.51 0.76 42 3.25 42 
OU67P 4.27 3.41 0.86 33 3.67 35 
OU68P 4.35 3.49 0.86 34 3.74 30 
BIBLIOGRAPHY 
Adler N. J., and Jelinck M. (1986); Is "Organisational Culture" Culture Bound 
Human Resource Managenient, Vol 25, No. 1, pp 73-90. 
Agar M., and MacDonald J. (1995); Focus Groups and Ethnography, Human 
Organisation, 54 (1). 
Albrecht K. (1992); The Only Thing that Matters: Bringing the Power of the Customer 
into the Centre of Your Business, Harper Collins Publishers, New York, USA. 
Aldlaigan A. H., and Buttle F. A. (1997); An Exploration of the Conceptual linkages 
Between Service Quality, Customer Satisfaction, Consumer involvement and Relational 
Intention, Working Paper No. 360, Manchester Business School. 
Alderfer C. P. (1972); Existence, Relatedness, and Growth: Human Needs in 
Organisational Settings, Free Press, New York, USA. 
Aflport G. W. (1961); Patterns and Growth in Personality, Holt, Rinehart, and Winston, 
New York, USA. 
Aflport G. W., Vernon P., and Lindzey G. (195 1); The Study of Values, Free Press, 
USA. 
Anderson B. E., and Nilsson S. G. (1964); Studies in the Reliability and Validityof the 
Critical Incident Technique, Journal of Applied Psychology, 48 (6), pp 398-403. 
Atkinson P. (1997); Creating Culture Change, Rushmere Wynne, Bedfordshire. 
Babakus E., and Boller G. W. (1992); An Empirical Assessment ofthe SER VQUAL 
Scale, Journal of Business Research, Vol. 26, No. 6, pp 253-268. 
Babakus E., and Mangold W. G. (1992); Adapting the SER VQUAL Scale to Hospital 
Services: An Empirical Investigation, Health Services Research, 26, No. 6, February, pp 
253-268. 
Barnberger L (1986); Values and Strategic Behaviour, Management International 
Review, 36, pp 57-69. 
BarneyJ. B. (1986); Organisational Culture can it be a Source ofSubstained 
Competitive Advantage, Academy of Management Review, Vol. 11, No. 3, pp 656-665. 
Belbin R. M. (1993); Team Roles at Work Butterworth - Heinman, Oxford. 
Belk R. W., Sherry J. F., and Wallendorf M. (1988); A Naturalistic Inquiry into Buyer 
and Seller Behaviour at aSwap Market, Journal of Consumer Research, 14, March, pp 
449-470. 
BelohlavJ. A. (1993); Developing the Quality Organisation, QualityProgress, 26(10), 
pp 119-122. 
Berry L. L. (198 1); The Employee cis Customer, Journal of Retail Banking, Vol. 3, No. 1, 
pp 33-40. 
Berry L. L., Zeithaml V. A., and Parasuraman A. (1985); Quality Counts in Services 
Too, Business Horizons, May - June, pp 44-52. 
Berry L. L., and Parasuraman A. (199 1); Marketing Services: Competing Through 
Quality, Free Press, New York, USA. 
Bettingcr C. (1989); The Journal of Business Strategy, March, Boston, USA. 
Bitner M. 3. (1990); Evaluating Service Encounters: the Effect of Physical Surroundings 
and Employee Responses, Journal of Marketing Research, Vol. 54, April, pp 69-82. 
Bitner M. J., Nyquist J. D.,, and Booms B. H. (1985); The Critical Incident as a 
Techniquefor Analysing the Service Encounter, in T. M. Bloch, G. D. Upah, and V. A. 
Zeithan-d (eds. ), Services Marketing in a Changing Environment, American Marketing 
Association, Cf&ago, USA, pp 48-5 1. 
Bitner M. J., Booms B. H., and Stanfield Tetreault M. (1990); The Service Encounter: 
Diagnosing Favourable and Unfavourable Incidents, Journal of Marketing, 54 (January), 
pp 71-84. 
Bitner M. J., B6oms B. H., and Mohr L. (1994), Critical Service Encounters: The 
Employee's Viewpoint, Journal of Marketing, 58, October, pp 95-106. 
Bitner M. 3., and Hubbert A. R. (1994); Encounter Satisfaction Versus Overall 
Satisfaction Versus Service Quality Customer's Voice, in Rust R. T and Oliver R. L. (eds. ), 
Service Quality: New Directions Theory and Practice, Sage Publications, Thousand Oaks, 
Calf., USA. 
Blake R. R., and Moulton J. S. (1964); The Managerial Grid, Gulf, Houston, Texas, 
USA. 
Blalock H. M. jnr., and Blalock A. B. (1971); Methodology inSocial Research, 
McGraw-Hill, London. 
Bolfing C., and Woodfuff R. B. (1988); Effects ofSituation Involvement on Customers' 
Use ofStandards in Satisfaction / Dissatisfaction Processes, Journal of Consumer 
Satisfaction, Dissatisfaction and Complaining Behaviour, Vol. 1, pp 16-24. 
Bolton R., and Drew J., (1991); A Multistage Modelfor Customer Assessments of 
Service Quality and Value, Journal of Consumer Research, Vol. 17, March, pp 375-384. 
Bolton R., and Drew J., (199 1 a); A Longitudinal Analysis of the Impact ofService 
Changes on Customer Attitudes, Journal of Marketing, Vol. 55, January, pp 1-9. 
Boulding W., Kalra A., Staelin R., and Zeithaml V. A. (1993); Dynamic Process of 
Service Quality: From Expectations to Behavioural Intentions, Journal of Marketing 
Research, 21 (February), pp 7-27. 
Bounds G., Yorks L., Adams M., and Ranney G. (1994); Beyond Total Quality 
Management: Toward the Emerging Paradigm, McGraw-Hill Inc., New York, USA. 
Boyle P., and Bowden J. A. (1997); Educational Quality Assurance in Universities: an 
Enhanced Model, Assessment and Evaluation in Higher Education, Vol. 22, No. 2. 
Brogowicz V., Delen IL, and Lith J. P. (1990); A Synthesised Service Quality Model 
with Managerial Implications, International Journal of Service Industry Management, 
Vol. 1, (10), pp 27-45. 
Brown M. A. (1976); Values -A Necessary but Neglected Ingredient ofMotivation on the 
Job, Academy of Management Review, 1, pp 15-23. 
Brown R. V. (1998); Ask and Ye Shall be Answered* Expectations and Perceptions ofan 
MBA Programme, Quality in Higher Education, Vol. 4, No. 3. 
Brown T. J., Churchill G. A. jnr., and Peter J. P. (1993); Improving the Measurement of 
Service Quality, Journal of Retailing, Vol. 40, Spring, pp 127-138. 
Brown S. W., and Swartz T. A. (1989); A Dynamic Evaluation ofthe Professional 
Services Encounter, Journal of Marketing, 53, April, pp 353-364. 
Buono A. F., Bowditch J. L., and Lewis J. W. (1985); When Cultures Collide: The 
Anatomy ofa Merger, Human Relations, Vol. 38, No. 5, pp 477-500 
Burke M. J., Borucki C. C., and Hurley A. E. (1992); Reconceptualising Psychological 
Climate in Retail Service Environment: A Multiple-stakeholder Perspective, Journal of 
Applied Psychology, 77, pp 717-729. 
Burrows A., and Harvey L. (1992); Defining Quality in Higher Education; the 
Stakeholder Approach, Paper to the AETT Conference on'Quafity in Education', University 
of York, April. 
Buttle F. A. (1994); What's Wrong with SER VQUAL ? Working Paper No. 277, 
Manchester Business School. 
Buttle F. A. (1995); Is there a Rolefor SER VQUAL? Working Paper No. 294, 
Manchester Business School. 
Butz Jr., H. E. (1995); Strategic Planning: The Missing Link in TQM, Quality Progress, 
28 (5), pp 105-108. 
Buzzell R. D., and Gale B. T. (1987); The PIUS Principles, Quality Progress, 28 (5), pp 
105-108. 
Cadottc E. R., Woodruff R. B., and Jenkins R. L. (1983); Expectations and Norms in 
Models of Consumer Satisfaction, Journal of Marketing Research, 24 (August), pp 
305-314. 
Cadotte E. R., and Turgeon N. (1988); Dissatisfilers andSatisfiers: Suggestionsfor 
Consumer Complaints and Compliments, Journal of Consumer Satisfaction, Dissatisfaction, 
and Complaining Behaviour, Vol. 1, pp 74-79. 
Calder R. J. (1977); Focus Groups and the Nature of Qualitative Marketing Research, 
Journal of Market Research, 14, August, pp 353-364. 
Calori R., and Sarin P. (1991); Corporate Culture andEconomic Performance: A 
French Study, Organisational Studies, 12, pp 49-74. 
Campbell D. T. (1975); Degrees ofFreedom and the Case Study, Comparative Political 
Studies, 8, pp 178-193, USA. 
Cardozo R. (1965); An Experimental Study of Customer Effort, Expectations, and 
Satisfaction, Journal of Marketing Research, 19 (4), pp 491-504. 
Carman J. M. (1990); Consumer Perceptions of Service Quality,: An Assessment of the 
SERVQUAL Dimensions, Journal of Retailing, 66, No. 1, Spring, pp 35-55. 
Chirban J. T. (1996); Interviewing in Depth: The Interactive-Relational Approach, Sage, 
Thousand Oaks CA., USA 
Churchill G. A. jnr. (1979); A Paradigmfor Developing Better Measuring Measures of 
Marketing Constructs, Journal of Marketing Research, XVI, February, pp 64-73. 
Churchill G. A. (1992); Marketing Research: Methodological Foundations, The Dryden 
Press, Chicago, USA. 
Churchill G. A., and Serpenant C. (1982); An Investigation into the Determinants of 
Customer Satisfaction, Journal of Marketing Research, Vol. 19, November, pp 491-504. 
Clare D. A., and Sanford D. G. (1979); Mapping Personal Value Space :A Study of 
Managers in Four Organisations, Human Relations, 32, USA. 
Cohen, M. Z, Kahn, D. L. and Steeves, R. H. (2000); Hermeneutical 
Phenomenological Research: A Practical Guidefor Nurse Researchers, Sage, Thousand 
Oaks, Cal., USA 
Cole G. A. (1995); Organisational Behaviour, Letts Educational, London. 
Coolican H. (1992); Research Methods and Statistics in Psychology, Hodder & 
Stoughton, London 
CottamA. M. (1998); The Experimental Nature ofService Consumption: An 
Investigation of the Formation of Customer Satisfaction Evaluations, Unpublished Ph. D. 
Thesis, University of Manchester Institute of Science and Technology. 
Crawford F. (1991); Total QualityManagement, Committee of Vice-Chancellors and 
Principals Occasional Paper, December, London 
CreswcIlJ. W. (1994); Research Design: Qualitative and Quantitative Approaches, Sage 
Publications Ltd., London 
CronbachL. J. (1951); Coefficient alpha and the internal structure of tests, 
Psychometrika, 16 
Cronin J. J., and Taylor S. A (1992); Measuring Service Quality: a Re-examination and 
Extension, Journal of Marketing, Vol. 56, July, pp 99-110. 
Cronin J. J., and Taylor S. A. (1994); SERPPERF versus SERVQUAL: Reconciling 
Performance-Based and Perception-Minus-Expectations Measurement ofService Quality, 
Joumal of Marketing, Vol. 58, January, pp 125-13 1. 
Crosby P. B. (1979); Quality is Free, McGraw-Hill, New York, USA. 
Crosby P. B. (1984); Quality Without Tears, McGraw-Hill, New York, USA. 
Crozier M. (1964); The Bureaucratic Phenomenon, University of Chicago Press, USA. 
Cyert R. M., and March J. G. (1963); A Behavioural Theory of the Firm, Prentice-Hall, 
Englewood Cliffs, NJ, USA. 
Dabholkar P. A. (1993); Customer Satisfaction and Service Quality: Two Conceptsfor 
One, Proceedings American Marketing Association, Summer, pp 10- 18. 
Davis S. M. (1984); Managing Corporate Culture, Ballinger, Cambridge, Mass, USA. 
Day R. L. (1977); Towards a Process Model of Consumer Satisfaction, In 
Conceptualisation and Measurement of Consumer Satisfaction and Dissatisfaction, H. K. 
Hunt (ed. ), Cambridge, Mass: Marketing Science Institute, 11, pp 227-24 1, USA. 
Day R. H. (1983); The Next Step: Commonly Accepted Constructsfor Satisfaction 
Research: In R. L. Day and H. K. Hunt (eds. ), International Fare in Consumer Satisfaction 
and Complaining Behaviour, Indiana University, Bloomington, IN, USA, pp 113-117. 
Deal T. E., and KennedyA. A. (1982); Corporate Cultures: The Rites and Rituals of 
Corporate Life, Addison-Wesley, Reading, Mass., USA. 
Deming W. E. (1960); Sample Designs in Business Research, Wiley & Sons, New York, 
USA. 
Deming W. E. (1964); Statistical Adjustment of Data, Constable, Dover, USA. 
Deming W. E. (1986); Out of the Crisis, Massachusetts Institute of Technology, USA. 
Denison D. R. (1984); Bringing Corporate Culture to the Bottom Line, Organisational 
Dynamics, Autumn, pp 5-22. 
Denison D. P_ (1990); Corporate Culture and Organisational Effectiveness, Wiley, 
New York, USA. 
Denzin N. K., and Lincoln V. S. (2000); Handbook of Qualitative Research, Second 
Edition, Sage, London. 
Donnelly M., Wisniewski M., Dalrymple J., and Curry A. (1995); Measuring Service 
Quality in Local Government: the SERVQUAL Approach. IntemationalJoumal of Public 
Sector Management, Vol. 8, No. 7 
Dickson K. W., Pollock A., and Troy J. (1995); Perceptions of the Value of Quality 
Assessment in Scottish Education, Assessment and Evaluation in fligher Education, Vol. 
20, No. I 
DiTomaso N. (1987); Symbolic Media and Social Solidarity: The Foundations of 
Corporate Culture, Research in Sociology Organisations, 5, pp 105-134. 
Dodds W., Monroe K. B., and Grewal D. (1991); Effects ofPrice, Brand, andStore 
Information on Buyer's Product Evaluations, Journal of Market Research, 28, pp 307-319. 
Drake J. W. (1973); The Backgrounds and Value Systems of Transportation Modelling 
Project Participants and Their Effect on Project Sources, Transportation Research Forum 
Proceedings I; 659-672, USA. 
Drucker P. F. (1974); Management - Tasks, Responsibilities, Practices, l1einemann, 
London. 
Dukes S. (1984); Phenomenological Methodology in the Human Sciences, Journal of 
Religion and Health, 23, (3), pp 197-203. 
Dutton J. E. (1986); Understanding Strategic Agenda Building and its Implicationsfor 
ManagingChange, Scandinavian Journal of Management Studies, 3, pp3-24. 
Dutton J. E., Fahey L., and Narayana V. K. (1983); Toward Understanding Strategic 
IssueDiagnosis, Strategic Management Journal, 4, pp303-323. 
Easterby-Smith M., Thorpe R., and Lowe A. (1991); Management Research: An 
Introduction, Sage, London. 
EisenhardtK. M. (1989); Building Theoriesfrom Case Study Research, Academyof 
Management Review, 14, (4), pp532-550. 
EltonL. (1992); University Teaching, A Professional Modelfor Quality in Excellence, 
Paper to the 'Quality by Degrees' Conference at Aston University, June. 
England G. W., and Lee R. (1974); The Relationship Between Managerial Values and 
Managerial Success in the UnitedStates, Japan, India, andAustralia, Journal of Applied 
Psychology, 59, USA. 
Ennew C. T., Reed G. V., and Binks M. R. (1995); Importance-per ormance Analysis f 
and the Measurement ofService Quality, European Journal of Marketing, 27 (2), pp 
59-70. 
Feigenbaum A. V. (1983); Total Quality Control, 3rd. Edition, McGraw-Hill Book 
Company, New York, USA. 
Finn D. W., and Lamb C. W. (1991); An Evaluation of theSERVQUAL scales in a 
RetailingSelting, Advances in Consumer Research, Vol. 18, pp 483-490. 
Fisher C. F., and Gitelson R. (1983); A Meta-analysis of the Correlates of Role Conflict 
andAmbiguity, Journal of Applied Psychology, 68, pp 320-333. 
Fisk R. P., Brown S. W., and Bitner M. J. (1993); Tracking the Evolution of the Services 
Marketing Literature, Journal of Retailing, 69 (1), pp 61-103. 
Fitzgerald L., Johnston R., Brignall S., Silvestro R.., and Voss C. (1991); Perfiormance 
Measurement in Businesses, The Chartered Institute of Chartered Accountants, London. 
Fitzgerald L., and Moon P. (1996); Performance Measurement in Service Industries: 
Making it Work The Chartered Institute of Chartered Accountants, London. 
Flanagan J. C. (1954); The Critical Incident Technique, Psychological Bulletin, 51 
(July), pp 327-357. 
Flores F. (1993); Innovation by Listening Carefully to Customers, Long Range Planning, 
26 (3), pp 95-102. 
Gabbott M., and Hogg G. (1997); Service Dimensions and Service Quality: An 
Asymmetric Approach, in Kunst and Lemmink (Eds. ), Managing Service Quality, Vol. 3, 
Chapman Publishing, London. 
Garvin D. A., (1988); Measuring Quality, Free Press, New York, USA. 
GarvinD. A. (1991); How the Baldridge Award Really Works, Harvard Business Press, 
Nov. -Dec., pp80-93, USA. 
Ghobadian A., GallearD., Woo H. S., and Liu J. (1998); TotalQuality 
Management, Impact, Introduction, and Integration Strategies, The Chartered Institute of 
Chartered Accountants, London. 
GiereR. N. (1979); Understanding Scientific Reasoning, Holt, Rinehart, and Winston, 
London. 
Gilly M. C., Cron W. L., and Barry Th. E. (1983); The Expectation- Performance 
Comparison Process, In R. L. Day and H. K_ Hunt (eds. ), International Fare in Consumer 
Satisfaction and Complaining Behaviour, Indiana University, Bloomington, IN, USA, pp 
10-16. 
Gordon G. G. (1985); The Relationship of Corporate Culture to Industry Sector and 
Corporate Performance, In Kilmann R. H. et al (eds. ), Gaining Control of the Corporate 
Culture, Jossey-Bass, San Franscico, USA. 
Gordon G. G. (1990); Cultural Imperativesfor Industry- Orientated Performance, IEEE 
Transactions on Professional Communication, 33,2, pp 89-93. 
Gordon G. G., and DiTomaso N. (1992); Predicting Corporate Performance from 
Organisational Culture, Journal of Management Studies, 29, pp 783-789. 
Greenbaum T. L. (1993); The Handbookfor Focus Group Research, Maxwell 
Macmillan International, New York, USA. 
Greene J. C., Caracelli V. J., and Graham W. F. (1989); Toward a Conceptual 
Frameworkfor Mixed-method Evaluation Designs, Educational Evaluation and Policy 
Analysis, 11 (3), pp 255-274. 
Gremeler D. D., Bitner M. J., and Evans K. E. (1993); The Internal Service Encounter, 
International Journal of Service Industries Management ,5 (2), pp 34-56. 
Grewal D. (1995); Product Quality Expectations: Towards an Understanding of Their 
Antecedents and Consequences, Journal of Business and Psychology, 9, pp 225-240. 
GronroosC. (I 983); Strategic Management and Marketing in the Service Sector, 
Swedish School of Economics and Business Administration, Helsingfors, Sweden. 
G ronroos C. (1984); A Service Quality Model and it's Marketing Implications, European 
Journalof Marketing, Vol. 18, No. 4, pp36-44. 
Gronroos C. (1987); Developing theService Offering -A Source of Competitive 
Advantage, in C. Surprant, Add Value to Your Service, AMA, pp 81-85. 
G ronroos C. (198 8); Service Quality: The Six Criteria of Good Perceived Service 
Quality, Review of Business, St. John's University, 9 (3), pp 10- 13. 
Gronroos C. (1990); Service Management and Marketing, Managing the Moments of 
Truth in Service Competition, Lexington Books, Lexington, USA. 
Gronroos C. (1992a); How Quality Came and Where it is Going, in E. Scheuing and 
W. Christopher (eds. ), Handbook of Service Quality, New York, AACOM, USA. 
Gronroos C. (1 992b); Facing the Challenge ofService Competition: The Economics of 
Service, P. Knust & J. Lemmink (eds. ), in Quality Management Services, 
Maastricht/Assen: Van Gorcum, pp 129-140. 
Gronroos C. (1993); Towards the Third Phase in Service Quality Research, Challenges 
and Future Directions, in T. A. Swartz, D. E. Bowen, and S. W. Brown (eds. ), Advances in 
Services Marketing and Management, 2 JAI. USA. 
Guba E. G., and Lincoln Y. S. (198 1); Ef -Bass, . 
Tective Evaluation, Jossey 
San Francisco, USA. 
Gummesson E. (I 989b); LipService -A NeglectedArea inServices Marketing, Journal 
of Services Marketing, No. 1. 
Gummesson E. (1994); Service Management: An evaluation and the Future, 
International Journal of Service Management, Vol. 5, No. 1, pp 77-96. 
Gummesson E., and Groproos C. (1987), Quality of Products and Services -A 
Tentative Synthesis Between Two Models, Research Report, Centre for Research, 
University of Karlstad, Sweden. 
Guth W. D., and Tagiuri R. (1965); Personal Values and Corporate Strategies, Harvard 
Business Review 43, USA. 
Halstead D., Hartman D., and Schmidt L. (1994); Multisource Effects on the 
Satisfaction Formation Process, Journal of Academic Science, Vol. 22, No. 2, pp 
114-129. 
Hambrick D. C., and Mason P. (1984); Upper Echelons: The Organisation as a 
Reflection of its Top Managers, Academy of Management Review, 9, pp 193-206. 
Handy C. (1993); Understanding Organistions, 4th. Edn., Penguin Business, London. 
HarrisonD. (1991); Challenges and Opportunitiesfor Institutions, PapertotheCBI 
Conference on Higher Education in the 1990's, November. 
Hartley J. F. (1983); Ideology and Organisational Behaviour, International Studies of 
Management and Organisations, 13/3, pp 7-34. 
Harvey L., Burrows A., and Green D. (1992); Someone Who Can Make an Impression, 
Report of the Employers' Survey of Qual-ity of Higher Education Graduates (Birmingham, 
QHE) 
Harvey L., Burrows A., and Green D. (1992); Criteria of Quality in Higher Education, 
Report of the QHE Project, The University of Central England, Birmingham. 
Harvey L., and Green D. (1993); Defining Quality, Assessment and Evaluation in 
Higher Education, Vol. 18, No. 1. 
Harvey L., and Knight P. (1996); Transforming Higher Education, SREH & Open 
University Press, Buckingham. 
Haywood-Farmer J., and Nollet J. (199 1); Services Plus: Effective Service 
Management, Morin, Boucherville, Quebec, Canada. 
Herzberg F. (1966); Work and the Nature ofMan, World Publishing Co., New York, 
USA. 
Herzberg F., Mausner B., and Snyderman B. (1959): The Motivation to Mork; WHey, 
New York, USA. 
Hill F. M. (1995): Managing Service Quality in Higher Education: The Role of the 
Student as Primary Customer, Quality Assurance in Education, Vol. 3, Number 3. 
Hofstede G. (1980); Cultures Consequences : International Differences in Work Related 
Values, Sage, Beverly Hills, USA. 
Hofstede G. (1984), Culture's Consequences. International Differences it? 1york-Related 
Values, Sage Publications, London. 
Hofstede G., Neuijen B., Ohayv D. D., and Saunders G. (1990), Measuring 
Organisational Cultures: A Qualitative and Quantitative Study Across 20 Cases, 
Administrative Science Quarterly, 35, pp 286 - 316. 
Holbrook M. B., and Corfman K. P. (1985); Quality and Value in the Consumption 
Experience: Phaedrus Rides Again, in Perceived Quality, J. Jacobs and J. Olson (eds. ), 
Lexington, MA., USA. 
Holmes K. (1992); Total Quality Management, Pira International, Surrey. 
Hurley B., (1992); TQ Implementations: Cultural Issues and Training, Paper to the 
AETT Conference on Quality in Education, University of York, 6-8 April. 
Hussey J., and Hussey R. (1997); Business Research: A Practical Guidefor 
Undergraduates and Postgraduate Students, Macmillan Press Ltd., London. 
lacobucci D., Grayson K., and Ostrom A. (1994); The Calculus of Service Quality and 
CustomerSatisfaction, in T. Swartz and S. Brown (eds. ), Advances in Services Marketing 
andManagement, 3, JA[Press, Greenwich, Connecticut, USA. 
IshikawaK. (1985); What is Quality Control? TheJapaneseWay, Translated by David 
J. Lu, Prentice-Hall /Englewood Cliffs, NewJersey, USA. 
IshikawaK. (1990); Introduction to Quality Control, 3ACorporation, Japan. 
JacobE. (1987); Qualitative Research Traditions: A Review, Review of Education 
Research, 57, ppl-50. 
James L. A., and JamesL. P- (1989); Integrating Work Environment Perceptions: 
Explorations into the Measurement of Meaning, Journal ofAppfied Psychology, 74, pp 
739-751. 
JickT. D. (1979); Mixing Qualitative Methods: Triangulation in Action, Administrative 
Science Quarterly, December, 24, pp602-611. 
JohnstonR. (1995); The Zone of Tolerance: Exploring the Relationship Between 
Service Translations and Satisfaction with the Overall Service, InternationalJounialof 
Service Industry Management, Vol. 6, No. 2, pp46-61. 
JohnstonR. (1995); The Determinants ofService Quality Satisfiers and Dissatisfilers, 
IntemationalJournalof Service Industry Management, Vol. 6, No. 5, pp53-77. 
Johnston R., and Silvestro R. (1990); The Determinants ofService Quality -A 
Customer-based Approach, inThe Proceedings of the Decision Science Institute 
Conference, November, SanDiego, CA., USA. 
JuranJ. M. (1951); Quality Control Handbook McGraw-H ill Book Company, New 
York, USA. 
JuranJ. M. (1980); Quality Planning and Analysis, 2nd. edition, McGraw-HillBook 
Company, NewYork, USA. 
JuranJ. M. (1988); Juranon Planningfor Quality, TheFreePress, NewYork, USA. 
KalliathT. J., Bluedorn A. C., and Strube M. J. (1999); A Test of Value Congruence 
Effects, Journal of Organisational Behaviour, 20, pp 1175-1198. 
Kane E. (1985); Doing Your Own Research: Basic Descriptive Research in the Social 
Sciences and Humanities, Marion Boyars, London. 
Kaplan R. S., and Norton D. P. (1992); The Balanced Scorecard - Measures that Drive 
Performance, Harvard Business Review, January - February, pp 71-79. 
KassarjianH. H. (1977); Content Analysis in Consumer Research, Journal of Consumer 
Research, 4, June, pp8-18. 
Kidd P. S., an'd ParshallM. B. (2000); Getting the Focus and the Group: Enhancing 
Analytical Rigor in Focus Group Research, Qualitative Health Research, Vol. 10 No. 3, 
May. 
Kitzinger J. (1994); The Methodology of Focus Groups: The Importance of Interaction 
Between Research Participants, Sociology of Health and Illness, 16(l). 
Kluckhohn C. (195 1); The Study of Culture, in The Policy of Sciences, D. Lerner & H. D. 
Lasswell (Eds. ), Stanford, CA: Stanford University Press, USA. 
KluckhohnC. (1951); Values and Value-orientations in the Theory ofAction, an 
Exploration in Definition and Classification, in Toward a General Theory of Action, 
T. Parsons and E. A. Sheils (Eds. ), Harvard University Press, Cambridge, Mass., USA. 
Kluckhohn F. R., and StrodtbeckF. L. (1961); Variationsin Value Orientation, Row, 
Peterson, New York, USA. 
Kogan M. (I 986a); Educational Accountability, Hutchison, London. 
KoontzH. (1961); The Management Theory Jungle, Journal of the Academy of 
Management, 4(3), ppl2-31. 
KrathwohID. R. (1993); Methods of Educational and Social Science Research, 
Longman, NewYork, USA. 
KroebcrD., and Kluckhohn C. (1952); Culture a Critical Review of Concepts and 
Behaviour, VintageBooks, London. 
Kroeber D., and Parsons (1958); The Concept of Culture and the SocialSystem, 
American Sociology Review, Vol. 23, No. 4, pp 582-583. 
Kvale S. (1996); Interviews: An Introduction to Qualitative Research Interviewing, 
London: Sage. 
LaBarbera P. A., and Mazursky D. (1983); A Longitudinal Assessment of Consumer 
SatisfactionlDissatisfaction: The Dynamic Aspect of the Cognitive Process, Journal of 
Marketing Research, 20 (4), pp 393-404. 
Lachman R., NeddA., and Hinings P... (1994); Analysing Cross-national Management 
and Organisations: A Theoretical Framework Management Science 40,40-55. 
Lang G., and Heiss G. D. (1984); A Practical Guide to Research Methods: Knowledge, 
University Press of America, Lanham, London. 
LaPierre. l. (1993); The Quality- Value Relationship in the Processfor Evaluating 
Professional Services: The Case of the Consulting Engineer, Doctoral Dissertation, 
University of Quebec, Montreal, Canada. 
LaPiere R. T. (1946); Sociology, McGraw-Hill, New York, USA. 
Laraia R. B. (1986); Cultura. Zahar, Rio de Janeiro, Brazil. 
Lehtinen U., and Lehtinen J. R., (1982); Service Quality: A Study of Quality 
Dimensions, Service Management Institute, Unpublished. 
Lehtinen U., and Lehtinen J. R., (199 1); Two Approaches to Service Quality 
Dimensions, The Service Industry Journal, 11 (3), pp 287-303. 
Lehfinen U., Ojasalo J., and Ojasalo K. (1996); On Service Quality Models, Service, 
Quality Dimensions and Customer's Perceptions, in Kunst and Lemmink (Eds. ), Managing 
Service Quality, Vol. 2, Chapman Publishing, London. 
Leichty M., and Churchill G. A. Jnr. (1979); Conceptual Insights into Consumer 
Satisfaction with Services, in Beckwith N. et al. (Eds. ), Educators Conference Proceedings 
Series 94, American Marketing Association, Chicago, IL, USA. 
Lewis B. R. (1991); Service Quality An International Comparison ofBank Customer's 
Expectations and Perceptions, Journal of Marketing Management, 7, pp 47-62. 
Lewis P-C., and Booms B. H., (1983); The Marketing Aspects ofService Quality, in 
Berry L., Soshtack G., and Upah G., (eds. ), Emerging Prospectives in Services Marketing, 
American Marketing Association, pp 99-107, Chicago, IL., USA. 
Likert FL (1932); The Techniquefor the Measurement ofAttitudes, Archives of 
Psychology, 140, pp 44-53. 
Li1jander V., and Strandvik T. (1993); Estimating Zones oj*Tolerance in Perceived 
Service Quality and Perceived Service Value, International Journal of Service Industry 
Management, Vol. 4. No. 2. 
Lincoln Y. S., and Guba E. G. (1986); Naturalistic Inquiry, Sage, Beverly Hills, Calf. 
USA. 
Linkow P. (1989); Is Your Company Readyfor Total Quality, Quality Progress, 
November, pp 69-71. 
Livny M., Melamed B., and Tsiolis A. K. (1993); The Impact ofAutocorrelation on 
Queuing Systems, Management Science, Vol. 39, No. 3, pp 322-339. 
Llosa S., Chandon J. L., and Orsinger C. (1994); SER VQUAL: Presentation, Criticism, 
and Study ofScale Dimensionality, Proceedings of the 3rd International Research Seminar 
in Service Management, La-londe-les-maures, France, May, pp480-506. 
LocvingerJ. (1976); Ego Development: Conceptions and Theories, Jossey-Bass, San 
Fransisco, Calf USA. 
Lorsch J. W. (1986); Managing Culture, The Invisible Barrier to Strategic Change, 
California Management Review, 28/2, pp95-109. 
LovelockC. H. (1988); Classifying Services to Gain Strategic Marketing Insight, Journal 
ofMarketing, 47, pp9-20. 
Louis M. R. (1985); An Investigator's Guide to Workplace Culture, in Frost P. J., Moore 
L. F., Lunberg C. C., and Martin J. (eds. ), Organisational Culture, Sage, Beverlyffills, 
Calf, USA. 
LuthansF. (1995); Organisational Behaviour, McGraw-Hill, Inc., NewYork, USA. 
Lynch R. L., and Cross K. F. (1991); Measure Up! Yardsticksfor Continuous 
Improvement, Blackwell, Oxford. 
Lyth D. M., and Johnston R. (1988); A Frameworkfor Designing Quality into Service 
Operations, Management of Service Operations, OMA, Warwick, Annual International 
Conference, pp 221-229. 
Lytle J. F. (1993); What do Your Customers Really Want, Probus, Chicago, USA. 
McDonaldW. J. (1993); Focus Groups Research Dynamics and Reporting: An 
Examination of Research Objectives and Moderator Influences, Journal of the Academy of 
Marketing Science, 21 (2), pp 161-168. 
McElwee G., and Redman T. (1993); UpwardAppraisal in Practice, Education in 
Training, 35,2, pp 27-3 1. 
McGregor D. M. (1960); The Human Side of Enterprise, McGraw-Hill, Inc., New 
York, USA. 
McMurray N. N. (1963); Conflict in Human Values, Ilarvard Business Review, 40, 
USA. 
Maddox MN. (1981); Tit 
' 
o-jactor Theory and ConsumerSalisfaction: Replication and 
Extension, Journal of Consumer Research, Vol. 8, June, pp 97-102. 
Mahesh V. S., and Stanworth J. (2000); Service Concept Delivery ThroughSystem 
Design: The Case ofAnglian WaterServices International Journal of Service Industry 
Management, Vol. 11, No. 1, pp 17-22. 
Martin G. E., Grahn J. L., Pankoff L. D., and Madco L. A. (1992); A Mechanismfor 
ReducingSmall-Business Customer Waiting-Line Dissatisfaction, Managerial and Decision 
Economics, Vol. 13, No. 4, pp 353-361. 
Maslow A. H. (1943); A Theory of Human Motivation, Psychological Review, July. 
Mathcws B. P., and Clark M. C. (1997); Quality Determinants: The Relationship 
Between Internal and External Services, in Kunst and Lemmink (Eds. ), Managing Service 
Quality, Vol. 3, Chapman Publishing, London. 
Meglino B. M., Ravfin E. C., and Adkins C. L. (1989); A Work Values Approach to 
Corporate Culture: A Field Test of the Value Congruence Process and its Relationship to 
Individual Outcomes, Journal of Applied Psychology, 74, pp 424-432. 
Merriam S. B. (1988); Case Study Research in Education: A Qualitative Approach, 
Jossey-Bass, San Francisco, Calf, USA. 
Merton %K., Fiske M., and Kendall P. L. (1990); Analysing Qualitative Data: A 
Source Bookfor New Methods, Free Press, New York, USA. 
Miller J. A. (1977); StudyingSatisfaction, Modifying Models, Eliciting Expectations, 
Posing Problems, and Making Meanine'ul Measurements, in Hunt H. K. (Ed. ), 
Conceptualisation and Measurement of Consumer Satisfaction and Dissatisfaction, Indiana 
University, Bloomington, Ind, USA. 
Moodie G. C. (I 986a); Standards and Criteria in Higher Education, SHRE & 
NFER/Nelson, Guilford. 
Morgan D. L. (1988); Focus Groups as Qualitative Research, Sage, London. 
Morse J. M. (199 1); Approaches to Qualitative - Quantitative Methodological 
Triangulation, Nursing Research, 40(l). 
Muller D., and Funnel] P. (1992); Exploring Learner's Perceptions of Quality, Paper 
Presented to the AETT Conference on Quality in Education, University of York, 6-8 April. 
Munson J. M. (1984); Personal Values: Considerations on Their Measurement and 
Application to Five Areas of Research Inquiry, in R. E. Pitts and A. G. Woodside (Ed. ), 
Personal Values and Consumer Psychology, D. C. Heath & Co., Canada. 
Munson J. M., and Posner B. Z. (1980); The Values of Engineers and Managing 
Engineers, IEEE Transactions on Engineering Management, E-26,2, Canada. 
Murfin D. E., Schlegelmilch B. B., and Diamantopoulos A. (1995); Perceived Service 
Quality and Medical Outco me: An Interdisciplinary Review andSuggestionsfor Future 
Research, Journal of Marketing Management, 11, pp 97-117. 
Mu rray H. A. (193 8); Explorations in Personality, A Clinical and experimental Study of 
Fifty Men of College Age, New York, Oxford University Press. 
Naveh E., Erez M., and Zonnenshain A. (1998); Developing a TQM Implementation 
Model, Quality Progress, February, pp 55-59. 
Nichmias D., and Nichmias C. (1992); Research Methods in Social Sciences, 
St. Martin, New York, USA. 
Nieswiadomy R. M. (1993); Foundations offursing Research, Appleton and Lang, 
Norwalk, Connecticut, USA 
Nyamathi A., and Shuler P. (1990); Focus Group Interviews: A Research Techniquefor 
Informed Nursing Practices, Journal of Advanced Nursing, 15. 
OaklandJ. S. (1994); Total Quality Management; The Route to Improving Performance, 
2nd. Rev. ed., Butterworth - Heinniann, Oxford. 
Oakland J. S. (1997); Total Quality Management, Butterworth - Heinmann, Oxford. 
Ogbonna E. (1992); Organisation Culture and Human Resource Management: 
Dilemmas and Contradictions, in P. Blyton and P. Turnbull (Eds. ), Reassessing Human 
Resource Management, Sage, London. 
Ogbonna E., and Harris C. H. (1998); Organisational Culture: It's Not What You Think; 
Journal of General Management, Vol. 23, Spring. 
Oiler C. J. (1986); Phenomenology. ý The Method, in Munhall P. L., and Oiler C. J. (Eds. ), 
Nursing Research: a Qualitative Perspective, pp 69-83, Appleton-Century-Crofts, New 
York, USA. 
Oldfield B. M., and Baron S. (2000); Student Perceptions ofService Quality in a UK 
University Business and Management Facu4, Quality Assurance in Education, Vol. 8, 
No. 2. 
Oliver R. L. (1977); Effect of. Expectation and Disconfirmation on Post-Exposure 
Production Evaluation: An Alternative Interpretation, Journal of Applied Psychology, 62, 
pp 480-486. 
Oliver R. L. (I 980a); Conceptualisation and Measurement of Disconfirmation 
Perceptions in the Prediction of CustomerSatisfaction, in Hunt I-I. K., and Dray R. L. 
(Eds. ), Proceeding of the Forth Annual Conference on ConsumerSatisfaction, 
Dissatisfaction, and Complaining Behaviour, School of Business, Indiana University. 
Bloomington, IN, USA. 
Oliver R. L. (1980b); A Cognitive Model of the Antecedents and Consequences of 
Consumer Satisfaction, Journal of Marketing Research 14, November: 460. 
Oliver R. L. (198 1); Measurement and Evaluation ofSatisfaction Process in Retail 
Settings, Journal of Retailing, 57 (Fall), pp 25-48, USA. 
Oliver R. L. (1989); Processing of the Satisfaction Response in Consumption: A 
Suggested Framework and Research Propositions, Journal of Consumer Satisfaction, 
Dissatisfaction and Complaining Behaviour, 2, pp 1-16, USA. 
Oliver R. L. (1993); A Conceptual Model ofService Quality and Service Satisfaction: 
Compatible Goals, Different Concepts, in Advances in Services Marketing and 
Management; Research and Practice, Vol. 2, (Swartz T. A., Bowen D. E., and Brown S. W. 
(eds. ), CT: JAI Press, Greenwich. 
Oliver R. L., and DeSabro W. S. (1988); Response Determinants in Satisfaction 
Judgements, Journal of Consumer Research, Vol. 14, March. 
Olshavsky R. W., (1985); Perceived Quality in Consumer Decision Making: An 
Integrated Theoretical Perspective, in Perceived Quality, J. Jacobs and J. Olson (eds. ), 
Lexington, MA., USA. 
Olshavsky R. W., and Miller J. (1972); Consumer Expectations, Product Performance 
and Perceived Product Quality, Journal of Marketing Research, 9 (1). pp 3-29. 
Oloson J. C., and Dover P. (1976); Effects of Expectations, Product Performance, and 
Disconfirmation on Belief Elements of Cognitive Structures, in Advances in Consumer 
Research, Vol. 3, B. B. Anderson (ed. ), Provo UT: Association for Consumer Research, 
USA. 
O'ReiHy C. A., Chatman J. A., and Caldwell D. F. (199 1); People and Organisational 
Culture: A Profile Comparison Approach to Assessing Person-organisation Fit, Academy 
of Management JournaL 34, pp 487-516. 
Ouchi W. G., and Price P. (1978); Hierarchies, Clans, and Theory ZA New Perspective 
in Organisational Development, Organisational Dynamics, 7,2, pp 25-44. 
Pant P. N., and Lachman R. (1998); Value Incongruity andSYrategic Choice, Journal of 
Management Studies 35: 2, March. 
ParasuramanA. (1988): 5ERVQUAL; aMiilti-item, 5caleforMeasilringConstimer 
Perceptions ofService Quality, Journal of Retailing, Vol. 64, Spring, pp 12-40. 
Parasuraman A., Zeithaml V., and Berry L. L. (1985), A Conceptual Model ofService 
Quality and it's Implicationsfor Future Research, Journal of Marketing, Vol. 48, Fall, pp 
41-50. 
Parasuraman A., Zeithaml V., and Berry L. L. (1986); SERVQUAL: A Multi-item Scale 
for Measuring Customer Perceptions ofService Quality, Working Paper, Marketing 
Science Institute, Report No. 86-108. 
Parasuraman A., Zeithaml V., and Berry L. L. (1988); SER VQUAL: A Multi-item 
Scalefor Measuring Consumer Perceptions ofService Quality, Journal of Retailing, Vol. 
64, No. I (Spring), pp 12-40. 
Parasuraman A., ZeithamlV., and Berry L. L. (1991); Refinement and Reassessment of 
the SERVQUALScale, Journalof Retailing, 67, NoAffinter), pp420-450. 
Parasuraman A., ZeithamlV., and Berry L. L. (1993); More on Improving Service 
Quality Measurement, Journal of Retailing, 69(l), pp140-147. 
Parasuraman A., Zeithaml V., and Berry L. L. (1994); Reassessment of Expectations as 
a Standard in Measuring Service Quality Implicationsfor Further Research, Journal of 
Marketing, 58 (January), pp II 1- 124. 
Parsons T. (1964); Social Structure and Personality, Free Press, New York, USA. 
Patton M. Q. (1980); Qualitative Evaluation Methods, Sage, Beverly Hills, Calf, USA. 
Peter J. P. (198 1); Construct Validity: A Review of Basic Issues and marketing Practices, 
Journal of Marketing Research, 18, May, pp 133-145. 
Peters T. J., and Waterman R. Jnr. (1982); In Search of Excellence, McGraw-Hill, 
New York, USA. 
PettigrewA. M. (1979); On Studying Organisational Cultures, Administrative Science 
Quarterly, 28, pp4l4-437. 
Piaget J. (1969); The Psychology of the Child, Routledge and Kegan Paul, London. 
PortO., and Smith G. (1992); Quality: Small and Mid-size Companies seize the 
Challenge -Not a Moment too Soon, BusinessWeek, Nov., pp66-75. 
PorterM. (1980); Competitive Strategy, FreePress, NewYork, USA. 
Prakash V., and LounsburyJ. W. (1984); The Role of Expectations in The 
Determination of Consumer Salisfaction, Journal of the Academy of Marketing Science, 
Vol. 12, No. 4 (Fall), pp ]- 17. 
Procter PLA. (1994); Queues and the Power of'Simulation: Helping with Business 
Decisions and Problems, Management Decision, Vol. 32, No. 1, pp 50-55. 
Posner B. Z., and Munson J. M. (1979); The Importance oJ*Personal Values in 
Understanding Organisational Behaviour, Journal of Human Resource Management 18. 
Pumpin C. (1987); The Essence of Corporate Strategy, Gower, Oxford. 
Raimond P. (1993); Management Projects: Design, Research, and Presentation, 
Chapman & Hall, London. 
Ramsden P., (1986); Students and Quality, in Standards and Criteria in Higher 
Education, G. C. Moore (ed. ), pp 157-170, Guildford. 
Rao A. R., and Monroe K. B. (1988); The Modern Effect of Prior Knowledge on Cue 
Utilisation in Product Evaluations, Journal of Consume Research, 15, September, pp 
253-264. 
Rao A. R., and Monroe K. B. (1989); The Effect of Price, Brand, and Store Name on 
Buyers'Perceptions of Product Quality: An Integrative Review, Journal of Market 
Research, 26, August, pp 351-357. 
Reed J., and Payton V. R. (1997); Focus Groups: Issues ofAnalysis and Interpretation, 
Journal of Advanced Nursing, 26. 
Reger R. K., Gustafson L. T., Demarie S. M., and Mullane J. V. (1994); Reframing the 
Organisation : "y Implementing Total Quality is Easier Said than Done, Academy of 
Management Review, 19 (3), pp 565-584. 
Reynolds P. A., (1986); Academic Standards in Universities, CVCP, London. 
Riddle D. I., (1986); Innovative Management of the Customer-employee Relationship in 
International Service Firms, Proceedings of the Annual Meeting of the Decision Sciences 
Institute, Honolulu, USA. 
Riley P. (1983); A Structurationist Account of Political Cultures, Administrative Science 
Quarterly, Vol. 28, pp 414-437. 
Robinson S. (1996); A Review of Research into Measuring Service Quality, RP 960 1, 
Aston University, Birmingham. 
Rokeach M. (1968); Beliefs, Attitudes, and Values, Jossey-Bass, Inc., San Fransisco, 
USA. 
Rokeach M. (1969-70); The Role of Values in Public Opinion Research, Public Opinion 
Quarterly, 32 Winter. 
Rokeach M. (1973); The Nature of Human Values, Free Press, New York, USA. 
Rokeach M. (1979); Understanding Human Values: Individual and Social, Free Press, 
New York, USA. 
Rokeach M., and Berman E. (1971); ValuesandNeeds, Unpublished Paper. 
Ronan W., and Latham G. (1977); The Reliability and Validity of Critical Incident 
Technique: A Closer Look Studies in Personal Psychology, 6, pp 53-64. 
Roper E., (1992), Quality in Course Design: Empowering Students Through Course 
Structures and Processes, Paper to the AETT Conference on Quality in Education, 
University of York, 6-8 April. 
Sallis E. (1990); The National Quality Survey, Mendip Papers, MP009 (Blagdon, The 
Staff College). 
Sasser W. E., Olsen R. P., and Wyckoff D. D. (1978); Management ofService 
Operations: Text, Cases, and Readings, Allyn and Bacon Inc., Boston, USA. 
Sathe M. (1985); Culture and Related Corporate Realities, Richard D. Irwin Inc., 
Homewood, Ill., USA. 
Schall M. (1983); A Communications-rules Approach to Organisational Culture, 
Administrative Science Quarterly, 28, pp557-581. 
Schein E. H. (1985); Organisational Culture and Leadership, A Dynamic View, Jossey - 
Bass, San Fransisco, Calf USA. 
Schein E. H. (1990); Organisational Culture, American Psychologist, 45,2, pp 
109-119. 
Schein E. H. (1992); Organisational Culture and Leadership, 2nd. ed., Jossey-Bass Inc., 
San Francisco, California, USA. 
Schein E. H. (1996); Culture: The Missing Concept in Organisation Studies, 
Administrative Science Quarterly, 41, pp 229-240 
Schneider B. (1986); Notes on Climate and Culture, in Venkatesan, Schmalensee, and 
Marshall (Eds. ), Creativity in Service Marketing. ý What's New, What works, "at's 
Developing, American Marketing Association, USA. 
Schneider B., and Chung B. (1996); Service Quality, in Cooper and Rousseau (Eds. ), 
Trends in Organisational Behaviour Volume 3, John Willey & Sons, Chichester. 
Schneider S. C., and Rentsch J. (1987); Managing Climates and Cultures: A Future 
Perspective, in Futures of Organisations, Hage J. (ed. ), Lexington Books, Lexington, 
USA. Schon D. A. (1983); The Reflective Practitioner, Temple Smith, London. 
Schonberger F. J. (1992); IsStrategy Strategic ? Impact of Total Quality Management 
on. 3trategy, Academy of Management Executives, 6 (3), pp 80-87. 
Schiffman L. G., and Kanuk L. L. (1997); Consumer Behaviour, Prentice Hall, Upper 
Saddle River, NJ., USA. 
Selltiz C., Jahoda M., Deutsch M., and Cook S. M. (1965); Research Methods in Social 
Relations, Meuthen, Silverzweig, Stan, and Allen, London. 
Selznick P. (1957); Leadership in Administration, Row - Peterson, Evanston, IL., 
USA. 
Sensicle A. (199 1); Quality Assurance in Higher Education: the flong Kong Initiative, 
Presentation for the IIKCAA International Conference, 15 - 17 July. 
Sheffield J., and Coleshill P. (2001); Developing Best Value in a Scottish Local 
Authority, Measuring Business Excellence, 5,2, pp 31 - 38. 
Shils E. (1961); Centre andPeriphery, in Polany, M. (Ed. ), The Logic of Personal 
Knowledge, Routledge and Kegan Paul, London. 
Shostack G. L. (1977); Breaking Freefrom Product Marketing, Journal of Marketing, 
April. 
Silverzweig and Allen (1976); Changing the Corporate Culture, Sloan Management 
Review, Spring, pp 33-49. 
Smith N. L. (1987); Cautions on the use of Investigative Case Studies in 
'Meta-evaluation', Evaluation and Programme Planning, 13 (4), pp 373-378. 
Smith A. M., (1995); Measuring Service Quality: Is SER VQUAL Now Redundant, 
Journal of Marketing Management, 11, pp 257-276. 
Smith R. A., and Houston M. J. (1982); Script-based Evaluations ofSatisfaction with 
Services, in Dunlap B. J. (ed. ), Emerging Perspectives on Service, Journal of Consumer 
Research, Vol. 13, Academy of Marketing Science, pp 59-62. 
Soutar G., and McNeil M. (1996); Measuring Service Quality in a Tertiary Institution, 
Journal of Educational Administration, Volume 34, Number 1. 
Spare N. (2001); The Four Pillars of Wisdom, Quafity World, April 2001 
Spreng R. A., Dixon A. L., and 01shavsky R. W. (1993); The Impact ofPerceived Value 
on Satisfaction, Journal of Consumer Satisfaction, Dissatisfaction, and Complaining 
Behaviour, 6, USA. 
Stake R. E. (1983); The Case Study Method in Social Enquiry, in Madus G. F., Scriven 
M. S., and Stufflebearn D. L. (Eds. ), Evaluation Models, YJuwer-Nijhoff, pp 279-286. 
Starbuck W. H. (1982); Congealing Oil: Inventing Ideologies to Justi)ý Acting 
Ideologies Out, Journal of Management Studies, 19/1, pp 3-27. 
Stauss B. (1993); Service Problem Deployment: Transformation of Problem Information 
into Problem Prevention Activities, International Journal of Service Industry Management, 
Vol. 4, No. 2, pp 41-62. 
Stayman D. L., Alden D. L., and Smith K. H. (1992); Some EffectsofSchematic 
Processing on Consumer Expectations and Disconfirmation Judgements, Journal of 
Consumer Research, Vol. 19, September, pp 240-255. 
StoekerR. (1991); Evaluating and Rethinking the CaseStudy, The Sociological Review, 
39, pp 88-112. 
Strudivant F. D., Ginter J. L., and Sawyer A. G. (1985); Manager's Conservatism and 
Corporate Performance. Strategic Management Journal, 6, pp 17-38. 
Swan J. E. (1988); Consumer Satisfaction Related Disconfirmation of Expectations and 
Product Performance, Journal of Consumer Satisfaction, Dissatisfaction, and Complaining 
Behaviour, Vol. 1, pp 40-47. 
Swan J. E. (1992); Satisfaction Work: The Joint Production of Patient Satisfaction in 
Health Care 
Providers, Journal of Consumer Satisfaction, Dissatisfaction, and Complaining Behaviour, 
Vol. 5, pp 69-80. 
Swan J. E., and Combs L. J. (1976); Product Performance and Customer Satisfaction, 
Journal of Marketing, 40, Aprfl, pp 25-33. 
Swan J. E., and Tarwick F. (1980); Satisfaction related to Predictive vs. Desired 
Expectations, in Hunt H. K., and Day R. L. (Eds. ), Refining Concepts and Measures of 
Consumer Satisfaction and Complaining Behaviour, Indiana University, Bloomington, 
Indiana. pp 7-12, USA. 
Tamini N., and Sebastianelli R. (1998); The Barriers to Total Quality Management, 
Quality Progress, June, pp 57-60, USA. 
Tan P. (2001); Improving Performance, in Integrated Management S. K. M. Ho and M. 
Donnelly (Eds. ), Proceedings of the 6th International Conference on ISO 9000 and TQM, 
Paisley Business School. 
Taylor S. A., and Baker T. L. (1994); An Assessment of the Relationship Between Service 
Quality and Customer Satisfaction in the Formation of Consumer's Purchase Intentions, 
Journal of Retailing, 70, February, pp 163-178. 
Teas K. R. (1993); Expectations, Performance, Evaluations, and Consumer's Perceptions 
of Performance, Journal of Marketing, Vol. 9, October, pp 18-34. 
Teas K. R. (I 993b); Consumer Expectations and the Measurement of Perceived Service 
Quality, Journal of Professional Services Marketing, 8(2), pp 33-53. 
Teas K. R. (1994); Expectations as a Comparison Standard in Measuring Service 
Quality An Assessment ofa Reassessment, Journal of Marketing, 58 (January), pp 
132-139. 
Tettro J., and Viehoff J. (1987); Marketing Poor Diensiverlenende Bedrjjven, Kluwer 
Bedrijfswetenschappcn, Deventer. 
Thompson K. (1980); Organisations as Constructs ofSocial Equality, in Control and 
Ideology in Organisations, G. SaIrnan and K. Thompson (eds. ), MIT Press, Cambridge, 
Mass., USA. 
Tichy N. M. (1983), Managing Strategic Change: Technical, Political, and Cultural 
Dynamics, Wiley, NewYork, USA. 
TohnanE. C. (1932); Purposive Behaviour in Animals and Men, Appleton-Century, 
New York, USA. 
Tse D. K., and Wilson P. C. (1988); Models of Consumer Satisfaction: an Extension, 
Journal of Marketing Research, Vol. 25, May, pp 204-212. 
Tylor E. B. (187 1); Primitive Culture, Gloucester, Mass., USA. 
Tuck M. (1976); How Do We Choose?: A Study in Consumer Behaviour, Methuen, 
London. 
Tucker PLW., McCoy W. J., and Evans L. (1988); Can Questionnaires Objectively 
Assess Organisational Culture : Five Extended Field Studies, Paper Presented at the 
Annual Meeting of the American Psychological Association, August, Atlanta, USA. 
U. S. General Accounting Office, Programme Evaluations and Methodology Division 
(1990); Case Study Evaluations, Government Printing Office, Washington DC, USA. 
Vandcnberghe C. (1999); Organisational Culture, Person-Culture Fit, and Turnover: A 
Replication in the Health Care Industry, Journal of Organisational Behaviour, 20, pp 
175-184. 
Vandermerwe S. (1994); Quality in Services: The "Softer" Side is "Hard" (and Smarter), 
Long Range Planning, 27 (2), pp 45-56. 
Van Ackere A., and Ninios P. (1993); Simulation and Queuing Theory Applied to a 
Single-server Queue with Advertising and Baulking, Journal of the Operational Research 
Society, Vol. 44, No. 4, pp 407-414. 
Van Donk D. P., and Sanders G. (1995); Organisational Culture as a Missing Link in 
Quality Management, International Journal of Quality and Reliability Management, 10 (5), 
pp 5-15. 
Van Maanen J., and BarleyS. P- (1985); Cultural Organisation: Fragments ofa Theory, 
in Frost P. J. et al. (eds. ), Organisational Culture, Sage, Beverly Hills, Calf, USA. 
Van Maanen J., Dabbs J. M. Jnr., and Faulkner R. R. (1982); Varieties of Qualitative 
Research, Sage, Beverly Hills, Calf, USA. 
Vichas R. P. (1982); Complete Handbook of Profitable Marketing Research Techniques, 
Prentice-Hall Inc., Englewood Cliffs, USA. 
VineyL. L. (1983). The Assessment of Psychological States Through Content Analysis of 
Verbal Communications, Psychological Bulletin, 94(3), pp542-563. 
Vinson D. E., Scott J. E., and Lamont L. M. (1977); The Role of Personal Values in 
Marketing and Consumer Behaviour, Journal of Marketing, 41, April. 
VogtW. P. (1993); Dictionary of Statistics and Methodology, Sage, NewburyPark, 
Califoniia, USA. 
Vroeijenstijn A. I. (1991); External Quality Assessment: Servant of Two Masters 
Paper Presented at a Conference on Quality Assurance in Higher Education in Hong Kong, 
July. 
Vroom V. H. (1964); Work and Motivation, John Wiley, London. 
Wallace R. S. O., and Mellor C. J. (1988); Non-response Bias in Mail Accounting 
Surveys: A Pedagogical Note, British Accounting Review, 20, pp 131-139. 
Walsh P. (1995); Overcoming Chronic TQMFaligue, TQM Magazine, 7 (5), pp 58-64. 
Weber M. (I 900's & 1947); The Theory ofSocial and Economic Organisations, 
Henderson Free Press, New York, USA. 
Weber M. (1946); Science as a vocation. In H. Gerth and C. W. Mills (eds), From Max 
Weber, New York: Oxford University Press. 
Weber R. P. (1985); Basic Content Analysis, Sage University Paper Series on 
Quantitative Applications in Social Sciences, Sage, London. 
Webb D. (2000); Understanding Customer Role and its Importance in the Formation of 
Service Quality Expectations, The Services Industry Journal, Vol. 20, January, pp 1-21. 
Weick A. (1985); The Creation of Company Cultures: The Role ofStories in Human 
Resource Systems, Human Resource Management, 23, pp 41-60. 
White F. M., and Lock E. A. (198 1); Perceived Determinants offfigh and Low 
Productivity in Three Occupational Groups: A Critical Incident Study, Journal of 
Management Studies, 18 (4), pp 375-384. 
Whitely T. (1991); Why Customer Focus Strategies Often Fail, Journal of Business 
Strategy, Sept/Oct., pp 34-37. 
Wiggins G., (1990); The Truth May Make You Free but the Test May Make You 
Imprisoned., Towards Assessment Worthy of the Liberal Arts, in AAHE Assessment Forum, 
1990b, Assessment 1990: Understanding the ImpUcations, pp 15-32, American 
Association for Higher Education, Assessment Forum Resource, Washington, USA. 
Williams A. P. O., Dobson P., and Walter M. (1989); Changing Culture New 
Organisational Approaches, Institute of Personnel Management. 
Williams R. M. jnr. (1979); Change and Stability in Values and Value Systems: A 
Sociological Perspective, in Understanding Human Values: Individual and Social, Rokcach 
M. (Ed. ); Free Press, New York, USA. 
Woodcock M., and Francis D., (1989); Clarýfying Organisational Values, Gower, 
Aldershot. 
Woodruff R. B., Cadotte E. R., and Jenkins R. L. (1981); Understanding Consumer 
Expectation and Satisfaction Processes Using Experienced Based Norms: A Modelling 
Approach, Working Paper, Department of Marketing and Transportation, College of 
Business Administration, University of Tennessee, USA. 
WoodsW. A. (1981); Consumer Behaviour, Adapting and Experiencing, NorthHolland, 
New York, USA. 
WuhrerG. A. (1995); Quality Positioning in the Austrian Banking Industry: A 
Benchmark Case Study, in Kunst and Lemmink (Eds. ), Managing Service Quality, Vol. 1, 
Chapman Publishing, London. 
Wyckoff D. D. (1984); New Toolsfor Achieving Service Quality, Cornell Hotel and 
Restuarant Administration Quarterly, Cornell University Press, Cornell, USA. 
Yin R. K. (1989); Case Study Research Design and Method, Sage, Newbury Park, 
California, USA. 
YinR. K. (1993); Applications of Case Study Research, Sage, NcwburyPark, 
Califomia, USA. 
Yin R. K. (1994); Case Study Research Design and Method, Applied Social Research 
Methods Series, Vol. 5, Sage Publications, London. 
Yi Youjae. (1990); A Critical Review of Consumer Satisfaction, in V. A. Zeithaml (ed. ), 
Review in Marketing, American Marketing Association, pp68-123. 
Zeithaml V. A., Berry L. L., and Parasuraman A. (1988); The Behavioral 
Consequences ofService Quality, Journal of Marketing, Vol. 60, Apa pp 31-46. 
Zeithaml V. A., Parasuraman A., and Berry L. L. (1990); Delivering Quality Service, 
Free Press, London. 
Zeithaml V. A., Parasuraman A., and Berry L. L. (199 1); The Nature and Determinants 
of Customer Expectations ofService, Marketing Science Institute, Cambridge, Mass., 
USA. 
Zeithaml V. A., Parasuraman A., and Berry L. L. (1993); The Nature andDeterminants 
of Customer Expectations of Services, Journal of the Academy of Marketing Science, Vol. 
21, Winter, pp 1-12. 
Zeithaml V. A., Berry L. L., and Parasuraman A. (1996); The Behavioural 
Consequences ofService Quality, Journal of Marketing, Vol. 60, April, pp 31-46. 
Zeithmal V. A., and Bitner MJ. (1996); Services Marketing, McGraw-Hill Inc., New 
York, USA. 
ZikmundW. G. (1985); Exploring Market Research, DrydenPress, Hinsdale. 
